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SURE WE NEED A WHY NOT?... 


ERE WON’ 
NEW CONTAINER, THERE WON'T BE ANY 


LOST MOTION WITH 


BUT IS THIS THE 
TIME TO CHANGE? 


AMERICAN CAN 
HANDLING IT! 





ou know how they do things, Paul. They’ll plan 
every step in advance. They’ll coordinate every move 
with our operations. Then when we give the word, the 
job will move ahead without a hitch. Why we'll have 
that new package in production before we know it! 


Let’s call them in tomorrow and start things moving.” 


AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. 








Order for NEW Subscription 


Please enter my subscription to begin with the __ 


$5.00 for one year (1 
Remittance enclosed [] 


188, 
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Your position (or profession) .. 


Products Manufactured... 


CANADA—$5.50—One Year 
9.00—Two Years 
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NOT 
an expiration 


FOREIGN anp $6.00—One Year 
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Postage 
Will be Paid 


MODERN PACKAGING 
122 East 42nd Street 
NEW YORK, N. Y. 














SANUARY ¢ 1941 


PHOENIX COMPO CAP: America’s 
No. 1 closure for preserves, 
jam, jelly, marmalade, pickles, 
apple butter, mince meat and 
other foods in glass. First in 
attractiveness, first in de- 
pendability, first in ease of 
removal ...and first in the 


market baskets of the nation. 


PHOENIX METAL CAP CO. 


CHICAGO BROOKLYN 
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CHARLES A. BRESKIN, Publisher 





FEBRUARY 


Printing inks impart more than 
mere color to a package or display. 
Inks have texture as well and the 
decision whether to utilize one ink 
or another may very well be based 
upon the textural qualities—the 
gloss, the sheen, the dullness or 
brightness—which it is desired to 
attain. In February, in an article 
replete with actual samples of ink 
textures, Faber Birren discusses this 
fascinating subject and suggests, for 
those who are not ink technologists, 
a simple path through the mazes of 
this complicated field. 

Readers who find particular 
interest in the article, ‘Color Hits 
and Fumbles,” which appears on 
page 23 et seq. of this issue, will look 
forward to a sequel based upon a 
similar survey of carton users’ color 
choices to appear in February. 





ALBERT Q. MAISEL, Editor 
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PACKAGING...and THE AMERICAN WAY 





Every one in packaging can be proud of the part 
played by our industry in helping create ‘The 
American Way of Life.” The Sal Hepatica wrap 
with its sanitary features is a grand example. 
Dust and dirl are effectively barred by the Bristol- 
Myers method. 


First, the bottle and circular are cartoned on 
a modern, streamlined Redington at a high rate 
of speed. Then Bristol-Myers wraps the carton 
in a printed, waxed paper wrapper to create a 
strikingly attractive package; a well protected 








package which is the consumer’s assurance that 
its contents are in the same condition as when 
package left the laboratory. 


Redingtons are nol newcomers to Bristol- 
Myers. Twenty-five years ago the first unit was 
installed. Today many products are Redington- 
cartoned, including Mum, Vitalis and two sizes 
of Sal Hepatica. Each year sees more manu- 
facturers installing Redington machines because 
of their advanced engineering principles, sturdy 
construction and. . . 


HIDDEN IMPROVEMENTS 
TYPICAL OF REDINGTONS 


A. Improved transferring means for 
removing bottles from labeling ma- 
chine and placing them in pockets of 
conveyors. 

KB. Support belt for return side of con- 
veyor. 

@. Note sturdy construction of pocket 
conveyor. Pockets are held together 
by roller links——not mounted on side 
plates of chain. 


BP). Continuous loading mechanism gently 
eases bottle into carton at a fraction 
of machine’s speed. 

E. Adjustment is provided for all con- 
veyors. 

F. The motor has a variable speed drive. 


F. B. REDINGTON CO. (Est. 1897) 110-112 So. Sangamon St., Chicago, IIl. 
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HOLD THE PRESSES 


...- THERE’S A NEW KIND OF COATED BOARD 


ON THE MARKET! 













HAS A FLAT, VELVET-LIKE SURFACE 
--- PERFECT FOR INKS 








IT’S MODESTLY PRICED BECAUSE IT’S 
MADE AND COATED ON ONE MACHINE 





A new achievement in the manufacture of boxboard 


HERE’S THE MOST SENSATIONAL boxboard news 


you've heard in years . . . for now you can get Coaled 

Lithwite for no more than you pay for uncoated ; SEND FOR TESTING SAMPLES! 
Lithwite. Gardner-Richardson’s new and _ exclusive ; 

one-process of manufacture makes this startling an- Slip a few sheets into a press—or prove a set of 
nouncement possible. plates on Coated Lithwite. See the extra quality 


: eee you can deliver to your customers. Send for your 
Coaled Lithwite is formed, made and coated on 


one machine—in one continuous operation. It’s pre- 
cision-engineered. And what a job it does on a printing 
press! Coated Lithwite “holds” the true 


brilliance of colors on its flat, velvety sur- Th GARDN é R- RICHARDSON 
face—without receding or “‘greying.”’ Takes e Co., 


120-line halftones sharp and clean. Makes 


test sheets today. We'll ship them promptly. 






, . : . oy, Manufacturers of Boxboard 
a hit with pressmen, for this finer board lies = % 
, , 3 2 MIDDLETOWN, OHIO 
flat, feeds perfectly. Investigate this revo- coon sere Joibraplere seccees 
; , ‘5 a ; Sal ives in Princi ities © Chi ‘ 
lutionary new Coated Lithwite today it g 5 ales Repeneeatetinte in Principal mee Cleveland Chicago 
% 2 St. Louis * New York * Boston + Pittsburgh + Detroit * Philadelphia 
can help you make more money tomorrow! “enpy yw 
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GLAZED CHINTZ 


C-56-AB 


This delicate floral is only one of several new Glazed Chintz designs being 
shown in a wide range of colors in the recent Glazed Chintz Sample Book No. 
108 just mailed to the trade. If you haven't received your copy, write for one 
and ask for sample work sheets of this C-56 in various colors should you re- 


quire them for dummy purposes. 


ampden 


GLAZED PAPER AND CARD COMPANY 
Holyoke, Massachusetts 


2 


SALES REPRESENTATIVES 


Chicago, Ill. — 500 So. Peoria St. Philadelphia, Pa. — 412 Bourse B'ld’g. 
New York, N.Y. — 60 East 42nd St. San Francisco, Calif. -—- 420 Market St, 
Toronto, Canada — 137 Wellington St. West 
Fred‘k. Johnson & Co., Limited — 234, Upper Thames Street —_ London, E. C. 4, England 


Seattle, Wash. — 1203 Western Ave. Dallas, Texas -— 3905 Amherst Ave. 
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WHATS BEHIND THE NAME 





Our trade name is more than just a mark of identification upon the papers 
we make. Behind it lie many things that time and space prevent most 
people from seeing personally. Behind it is a 78 year history that runs par- 
allel with the growth of America as a great industrial power — a record 
of constant technological improvement — a business built upon the prin- 
ciple that there is no substitute for work, skill and integrity. Behind it lie 
modern mills, ample resources, able management and loyal employees. 
All these things are translated into one visible outward symbol — our 
trade-mark — which now appears on over 230 different packaging, printing 
and industrial papers. Among them are items for the farmer, the con- 
sumer and the one-man business, as well as for the industrial giants of 
our nation. Among them you, too, can undoubtedly find the right paper to 
serve your purpose from a combined standpoint of quality, economy and 
production efficiency. 


AIEGEL PAPER CORPORATION 


342 MADISON AVENUE NEW YORK, N. Y. 























Very real are the Package Dividends earned by users of 
H & D corrugated boxes. Why, they’re as real as the 
inviting counter display at your favorite store, the 
holiday gift packages you'll see this year, the corrugated 
“kit” that will find its way into your home. Before you 
“buy boxes” again, find out what kind of package 
dividends your money can buy. Have a talk with 


HINDE & DAUCH 4114 Decatur Street, Sandusky, Ohio 


DIVIDEND No. 1 — DUAL USE 

Doll house, waste basket, carrying case .. . 
your package can have any one of a dozen 
good, practical, secondary uses! 


DIVIDEND No. 2 — INCREASED UNIT-OF-SALE 

Products packaged together, as “combinations,” 
“assortments,” or “kits” sell in greater volume 
—yet demand little or no extra sales effort. 


DIVIDEND No. 3 — DISPLAY PACKAGE 

Your colorful, unusual H & D corrugated box 
is a display welcome to precious space on retail 
counters and shelves. 


DIVIDEND No. 4— STOCK ALL-OVER PATTERN 

Your package can be made of H & D Color- 
board, in any one of a wide range of colors 
and patterns. The dividend? They're STOCK 


patterns, no cost to you for designs and dies. 


HOW TO GET DIVIDENDS ON 
YOUR PACKAGING DOLLAR 


This portfolio of 

case histories shows 
how typical H & D 
ideas paid dividends 
to heads-up, sales- 
minded package buy- 
ers. For a free 






copy, send your re- 


quest to H & D. 








better See TS" Cathonly on Packaging 


FACTORIES: BALTIMORE @© BOSTON @ BUFFALO © CHICAGO @ CLEVELAND @ DETROIT © GLOUCESTER, N. J. © HOBOKEN, N. J. 


KANSAS CITY, KANS. © LENOIR, N.C. © MONTREAL © MUNCIE, IND. © RICHMOND, VA. @ ST. LOUIS @© SANDUSKY, OHIO © TORONTO 
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BEARDSLEYS sonte, HERR! 





one® a oes a we Durable, adaptable, salable . . . The only 


. » a yr transparent wrap that’s water-moisture- 
sv le pe © 7 é 7 + 
ar >] ec2®¥ ot wv ye caw’ vapor-proof. No wonder PLIOFILM is used 
e ye oy way ae > 
. ys re on such a variety of products. 





—T.M. The Goodyear Tire & Rubber Company 


THINGS ARE BETTER SEALED IN 





made only by 
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UST rolling off the presses, the 1941] 

Packaging Catalog with its gorgeous 

leather cover harvests a wealth of new, 
vital information which every packager needs. 
One hundred and fifteen new articles! Fifteen 
sections—including new sections on Adhesives, 
Design, Legislation! You'll find everything you 
want to know about packaging between the rich 
covers of the 1941 Packaging Catalog. 

Separate articles on different types of packages: 
boxes, cartons, cases, bottles, jars, jugs, vials, 
tubes; articles on all the different packaging 
materials: ribbons, tin, plastics, paper, wood, 
fabric; articles on the many package parts: 
labels, seals, closures, tags, ties; articles on 
filling and weighing machinery and package- 
making machinery and every type of equipment 
packagers use—these are only a few samples of 
the mine of information contained in the Pack- 
aging Catalog. 

Each year many thousands of letters come to 
the publishers of this remarkable volume, testi- 
fying to the usefulness of the Catalog in the 
packaging activities of the most important firms 
in the country, in all industries: tobacco, food, 
drugs, cosmetics, retail stores, silverware, jewelry, 
toys, sporting goods and every field in which 
packaging and display are factors. 

Because of its great usefulness, replacing as it 
does the hundreds of separate catalogs which 
would be necessary to encompass the many by- 
ways of packaging covered by the Catalog, and 
because only a limited number are printed for 
circulation among important packagers, the 
Catalog sells out soon after publication. 


1941 PACKAGING CATALOG 
BRESKIN PUBLISHING CORP. 


Chanin Building 122 East 42nd Street New York City 










































y= package isn’t ‘‘fully 
dressed”’ until it has a ‘‘Cel-O- 
Seal’’ cellulose band on it. 

You can get these handsome 
bands in a variety of colors tomatch 
your bottle and label. And your 
name and trade mark can be promi- 
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DD 
CEL-O-SEAL 
~~ BANDS 


Sold by 


E.1.DU PONT DE NEMOURS & CO.(INC.) 
“CEL-O-SEAL”’ SECTION 
Empire State Building, N.Y. C. 
ARMSTRONG CORK COMPANY 
GLASS & CLOSURE DIV., Lancaster, Pa. 
1. F. SCHNIER COMPANY 
683-89 Bryant Street, San Francisco, Cal. 
er Y 
“Cavalcade of America’... NBC Red Network . . . Wed. Eve. 











HAVE YOU A 


-Unes 
Package 5 


nently displayed in color on the neck 
of your bottle. The cost of this extra 
eye-appeal (plus the protection 
“Cel-O-Seal’’ gives the contents) is 
but a small fraction of a cent! 


May we send complete details 
and sample-seal a package for you? 


sed 










ENCH DRESSI® 
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NEW YORK 


CHICAGO 


ig SCONOMY: One of the simplest 


ways to cut packaging costs is to use fewer 
colors on the container. Frequently, limiting 
the number of colors, even to two or three, 
need not lessen the eye-appeal of the pack- 
age, as Continental brilliantly demonstrates 
in the suggestions shown above. 

Such simplicity, of course, is not always 
desirable. 


practical nor Certain products, 


because of their nature, use, or conditions 
under which they are sold, demand multi- 
color container design. But often the expense 
involved merits investigation. 

And that’s where Continental enters the pic- 
ture. Its sole aim is to provide the best 
possible containers at the lowest possible 
cost. Why not, therefore, place your packaging 


problems in the care of Continental’s experts. 


One of a Series Devoted to Packaging Ideas. Copyright 1940 by Continental Can Company, Inc. 


SAN FRANCISCO 


MONTREAL 





TORONTO HAVANA 







































WHAT DO 
PEOPLE PAY 
FOR IT 


HOW MANY 
IN 
ARREARS 


HOW HOW 








a 
HOW MUCH 


EACH ISSUE 
he 


HOW MANY 
RENEW 











BULK 
SUBSCRIPTIONS 
AND SALES 











DURATION 
OF 
SUBSCRIPTIONS 


WHERE 


In which we give All the Facts! 





DVERTISING in business papers, 

to do a job for you, must give spe- 

cific and adequate information—but— 

In addition to what you say and how 

you say it, the results depend upon to 
whom you are talking. 

Fortunately, you can select your au- 

dience by making intelligent use of 


that advertisers themselves have request- 
ed as needed for effective space buying. 

We belong to the A.B.C. Our A.B.C. 
report tells how much circulation, that 
is, how many people have expressed— 
through paid subscriptions—a definite 
interest in this particular editorial job; 


where this circulation goes; how we got 


A. B. C. reports. Every 
business paper member of 
the Audit Bureau of Circu- 
lationscansupply youwith 
complete, verified facts 
about that paper’s readers 
—your audience. 

A.B.C. reports contain 
the specific information 








A.B. C. PROTECTS 
YOUR ADVERTISING 


Paid subscriptions, renewals, 
evidence of reader interest, 
are among many facts in 
A. B. C. reports that are 
definite guides to effective 
media selection. When you 
buy space in A. B. C. pub- 
lications your advertising 
is safeguarded by audited 
circulation. Always ask 
for A. B. C. reports. 








it; how much subscribers 
pay; a business analysis 
of subscribers. 

These facts and many 
other verified values given 
in A. B.C. reports will 
help you invest your 
advertising dollars most 


effectively. 
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Member of the Audit Bureau of Circulations Ask for a copy of our latest A.B.C. report 


A.B.C.=AUDIT BUREAU OF CIRCULATIONS=FACTS AS A MEASURE OF CIRCULATION VALUES 
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KIMBLE GLASS VIALS 





y* 
Moclery, Packages 


A NEW VERSION OF YOUR 2/2 PACKAGE 


A RAPID ACCEPTANCE OF YOUR WHEW ik (cael 


© 1941, KIMBLE GLASS CO. 
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Zycason's 


Christmas Cheer 
Health «Happiness 


Prosperity 
through all the 
New Year 





PROTECTS ! 


KIMPAK «ives 





THIS FREE PACKING 
PORTFOLIO IS WORTH 
MONEY TO YoU! 


( * Reg. U. S. and Can. Pat. Off.) 





MAXIMUM PROTECTION 
WITH MINIMUM BULK! 


KIMPAK* crere wavvine 
DRESSES UP YOUR PRODUCT AS IT 


KIMPAK acts Like A sHockK- 


ABSORBER — ITS EXTRA RESILIENCY 
CUSHIONS EVERY BLOW! 


Copyright 1941, Kimberly-Clark Corp. 
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KIMPAK tnps russ, 
MUSS AND WASTE IN YOUR 
SHIPPING ROOM ! 





Protect Your Product with 
KIMPAK’S “Shock-Absorber Action! 


New Free Portfolio gives detailed descriptions on 
how to protect with KIMPAK. Send for it today! 


@ Soft, yet resilient, KIMPAK* acts as a shock absorber for your 
product in transit... guards against breakage, scratches, “press 
markings” and surface “burning.” It helps protect you and your 
customers against losses due to shipping damage . . . saves time 
and waste motion in your shipping room. . . and dresses up your 
product as well. 

You buy KIMPAK in rolls, sheets and pads of the thickness and 
size that meets your needs exactly. KIMPAK is inexpensive, light- 
weight, flexible...as easy to use as a piece of string. Since KIMPAK 
absorbs 16 times its own weight in moisture, it more than meets 
government postal regulations regarding shipping of liquids. 

Don’t delay. Mail the coupon below for definite suggestions 
on how KIMPAK can help you, and for free samples for testing. 


ce ce crm cre mr 
KIMBERLY-CLARK CORPORATION M P 1-41 
Neenah, Wisconsin 
Address nearest sales office: 8 South Michigan Ave., Chicago * 122 East 42nd Street, 
New York City; 510 West Sixth Street, Los Angeles. 
Please send me Portfolio of KIMPAK. 








/?... foR-Sfolal-Yo Moma -Toht-MeoMel-S1[ 4m loll olUh Miceli mm olor tit. el ilalii-mryell- roll lol lare 
advantages ... and quality protection. In SYLVANIA CELLOPHANE lies the 
answer to hundreds of packaging 
problems in widely divergent fields. 


Known for its high quality, Sylvania 





Cellophane both protects and makes 


eX-XolULILiv] Mial-Mn cel al-To Ml olcele lat Mi maohi 18% 


@Sylvanio’s Fredericksburg, Va., Factory. The 
World's Largest Individual Cellophane Plant 





SYLVANIA INDUSTRIAL CORPORATION... 


Executive and Sales Office: 122 East 42nd Street, New York City 


““'SYLVANIA’ IS A REGISTERED TRADE MARK FOR CELLULOSE 
PRODUCTS MANUFACTURED BY SYLVANIA INDUSTRIAL CORPORATION 








e «© «© « Makers of 





SYLVANIA INDUSTRIAL CORPORATION 


Executive and Sales Offices: 122 E. 42nd Street, New York Works: Fredericksburg, Va. 
Branches or Representatives: if 3 Pacific Coast 
ATLANTA, GA..... 78 Marietta Street f Blake, Moffitt & Towne 
BOSTON, MASS., 201° Devonshire St AN | A Offices & Warehouses in Principal Cities 
CHICAGO, ILL., 427 W. Randolph St SY LV y Canada 
DALLAS, TEX. 812 Santa Fe Building AS. Victoria Paper & Twine Co., Ltd 


PHILA., PA... 260 South Broad Street Cy ie ey Toronto, Montreal, Halifax 












































Ciose, continuous team-work between Concora board mills and fabricating plants— 
collaboration between paper mill chemists, designers, engineers, production men—makes possible 
the plus values in Container Corporation cartons. Mail this coupon for the booklet that tells how. 


——-—-— EE Een 4 


ns see. CONTAINER CORPORATION 


111 West Washington St., Chicago, Ill. Dept. MP-1 
Please send me a copy of ‘‘Folding Cartons-+-,’’ your new book on folding cartons. 


an. OF AMERICA 


| 
| 
| 
Company ~ a GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, ILLINOIS 
| 
| 
L 


Address__ i — —__—___— — New York e¢ Rochester « Philadelphia « Pittsburgh « Akron « Cincinnati 


City : Cleveland « Detroit « Peoria « Rock Island « Fort Worth « Minneapolis 
* St. Louis « Indianapolis « Wabash e Anderson, Ind. ¢ Natick, Mass. 
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Show your product! Let your customers see 
its color, shape and texture! Give it a 
chance... with View Pac Containers. 

View Pac Rigid Transparent Containers 
will display your product brilliantly — 
and protect it from handling, dust, and 
“shop-wear.”’ 

Perfume, padlocks, pencils... whatever 
you make, let us work with you to provide a 
packaging that will show it at its very best! 
U. S. E. has pioneered in transparent pack- 
aging; you’ll find here designers with imag- 
ination and a nose for marketing; you'll 
find special facilities in the very important 
business of printing transparent containers. 

We’d like to suggest a packaging to better 
your present sales... there’s no obligation, 
of course. Simply write today for full in- 

Serie WTC, formation. 


en UNITED STATES ENVELOPE COMPANY 
Transparent Container Division Springfield, Mass. 











UNITED WE STAND 


Mauda rs 


Genuine Greaseproof Laminated Greaseproof Papers Cracker Box Liners Wax Laminated Glassine 
Confectionery Papers Lard and Shortening Liners Greaseproof Innerwraps Opaque Label & Bag Glassine 
Cereal Wrapping Papers Bakery Product Wraps Glassine Papers, Plain, Packing Industry Wrappings— 
Coffee Bag Papers Laminated Frozen Food Wrappings Colored and Embossed and Specialties to order 


RHINELANDER PAPER COMPANY * RHINELANDER, WISCONSIN 


CHICAGO 


228 N. LaSalle St. 41 Park Row 1306 Newton St. 713 Pence Building 





Unity is so short a word to serve such a vital mean- 
ing. Our national unity standing as a living oak 
of American independence is itself a dependent, 
dependent upon its roots that lay deep in Indus- 
try. These roots created of men and machines, 
lend their strength in unity to a common cause. 


Proud we are that the human mechanism of 
the Rhinelander Paper Mills is as unified in intent 
and effort as its machine structure is correlated 
and geared to economical production. Beyond 
our walls, we join hands with a vast webwork of 
industry and commerce that absorbs and utilizes 
the fruits of our labor. They serve others in turn, 
and thus honest productive effort becomes the 
good earth in which American unity thrives. 


NEW YORK LOS ANGELES 
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The most dissatisfied men you ever met 


The men in the Packaging Research Laboratory 
at Owens-Illinois are never satisfied. 

They'll design a complete package for you—a 
container, closure, label, even the shipping carton. 
A good package... it will be practical for high-speed 
filling, economical to ship, powerful in sales appeal. 

But will that satisfy them? No. 

Following your package from your incoming- 
freight department into buyers’ homes—they’ll try 
to find some way to improve it. 

That is why so many important developments 


in both glass and metal containers originate at 


OWE 





Owens-Illinois ... for we work in both glass and 
metal, you know, the only organization that does. 

By the Duraglas method, we have lightened the 
weight of many glass containers unbelievably —are 
working to make them still lighter. The finish and 
lithography on O-I metal containers seem perfect, 
but we keep trying to make them better. If research 
shows any way to improve our molded plastic or 
metal closures and shipping cartons, we'll adopt it. 

This continuing specific study of your packaging 
problems is the plus you get from Owens-Illinois. 


Let’s talk it over. Call our nearest branch office. 


S-ILLINOIS 


AC Lig weg cv 


PUVA 


GLASS CONTAINERS + METAL CONTAINERS + CLOSURES + SHIPPING CARTONS 


Owens-Illinois Glass Company, Toledo *« Owens-Illinois Can Company, Toledo 
Libbey Glass Company, Toledo « Owens-Illinois Pacific Coast Company, San Francisco 
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Stationery box with transparent 
cover of Lumarith Protectoid, 
produced by P. P. Kellogg Divi- 
sion of U.S. Envelope Company, 
Springfield, Mass. Floral de- 
sign by Dorothy Simmons. 





oo 


Got in touch with 





and swing into 


better Transparent Packa 


When you get in touch with Celluloid, you’re on 
the road to better transparent packaging! 

You get the advantage of Lumarith Protectoid, 
the crystal-clear material that never shrinks or 
wrinkles. It never discolors or dries out with age. 
It is not affected by extremes of temperature or 
humidity. It has a perfect printing surface. 

You get the advantage of Celluloid’s service— 
with technical advice on design and fabrication of 
wraps, envelopes, rigid containers, laminations 
and other transparent types. You get adhesives 
that work perfectly with all formulas of Lumarith 
Protectoid. 


UMA PRO UEC TOL 


REG.U.S.PAT.OFF. 





ging! 


If you buy transparent packages, specify 


Lumarith Protectoid. If you sell packages, use it! 

Packaging Division, CELLULOID CorPoRATION, 
180 Madison Avenue, New York City. Established 
1872. Sole Producer of Celluloid and Lumarith. 
(Trademarks Reg. U.S. Pat. Off.) 


If you are working on a transparent package... 








im touch with 
Cet LOW 
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. Is worth two on the counter or four in the storage room. It 
represents a successful climax to the sales life of the product. 
In order finally to be bought, the package must have sold a dis- 
tributor, a retailer, a consumer. Any break in that chain means 
failure. And the chain must be repeated constantly to insure success. 
Your bottle has to be well designed to insure repeat sales. 


It must not only look right —“‘right’” may mean very pretty or 


CARR-LOWREY 


: ; very plain, according to the product in- 
3-Point Service 


side — it must act right in shipping. on 


the counter. on the consumer's shelf. 





creates 


@ PRACTICAL 
2 ATTRACTIVE 
3 ECONOMICAL 


glass packages for 
foods, drugs, cosmetics, 
household products. 


Carr-Lowrey Glass Co. 


Factory and Main Office: BALTIMORE, MD. 
New York Office: 500 Fifth Avenue Chicago Office: 1502 Merchandise Mart 


@ Each Carr-Lowrey glass bottle or jar is 
right for its product, whether it be a food, 


drug, cosmetic or household specialty. 












Salada Tea Bags —like many another 


“package appeal.” 
] Se ap} 


Medford, Mass., after an original Salada idea. 


iS 


SALADA SELLS 


TEA FOR TWO—AND TWO MILLION 
with Package Appeal by Nashua - 


Bey \WOY) os 
<< Ss CANS 
Perch. 


e 
BAS rene 


- il parce re “Soa 





only one among many Nashua papers seen on 


nationally-known product—go to market more the store counters of the nation. Nashua’s 
salesworthy because a Nashua paper adds to complete line,shown in part at the right, offers 


a wide variety of opportunities for the clever 


‘ b 
Ihe colorful Salada carton was designed merchandiser to make the most out of paper. 
and produced by the Russell Box Company of 


CREATORS, CHEMISTS, CRAFTSMEN 


Immediately, the eye is caught by the soft Nashua artists are ready to help you create 
gleam of Nashua’s No. 9171 Platinum Plate, a sales-building package design; while Nashua 
laminated on the folding box stock—a distinc- printers and chemists — specialists in ink, 
tion suggesting the quality of the product. paper and presses —are ready to reproduce 

This uniformly-coated Nashua paper is it in flawless quality. 


. 



















Vs 
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get Sire, 


NAG HU P 


MAKES PAPER MAKE 
MONEY FOR YOU 


Look for the Triangle ngShiyn Sign of a Nashua Value 





“MAKE PAPER MAKE MONEY FOR YOU” 


is the title of Nashua's free booklet describing how Nashua 
papers are designed and printed and how they build pack- 
aging leadership for many famous firms. Write Dept. M-1, 
Nashua Gummed and Coated Paper Company, Nashua, N.H. » 














NASHUA MAKES... 


BOOKLET, “MAKE PAPER MAKE MONEY 
FOR YOU” 


LODE R! 
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A study and analysis of 1755 labels used by 120 of the largest canners 


For the past year Raymond Franzen, Consultant in Market Research, and Thomas Meloy, Consulting Engineer, 
have been conducting extensive market studies in the production of packaging supplies and particularly of can 
labels, bottle labels, cartons and wraps. With the cooperation of many hundreds of major package users, they 
have succeeded in gathering together significant data relating to color usage, the use of embossing, varnishes, 
lacquers, inks, etc., and the size of labels, wraps or cartons. They have generously made available to Modern 
Packaging’s Institute of Package Research a great mass of these data. On the pages which follow we therefore 
present a study of can labels based upon the Franzen-Meloy data and research with an interpretative discussion 
developed by the staff of the Institute of Package Research. A second article of similar nature will appear in the 


February issue of Modern Packaging based upon the Franzen-Meloy research on color usage in carton production. 


n planning new packages, the average packager and 
his design and supply consultants have seldom had 
the advantage of a thorough-going and detailed pic- 

ture of the competitive environment which the package 
would meet when taken off the drafting board and put 
into the store. True enough, the packager knew what 
his ‘competitors’ containers looked like. He knew 
the general appearance of the majority of the princi- 
pal competitive brands. 

But for a tremendous proportion of all packages 
produced today, competition does not mean a dozen 
brands or two dozen but anywhere from 50 to 500 com- 
petitive packages. Some are the well-known national 
items, others are distributed on a state-wide or regional 
basis. Still others are jobbers’ brands covering a local 
area very intensively and achieving a substantial por- 
tion of the total available sales volume but virtually 
unknown outside that local area. Still others are the 
private brands of chain organizations and voluntary 
chain associations which are given preferred positions 
of prominence in certain retail stores, although they may 
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not enjoy any great volume of distribution (or any at 
all) outside the outlets of the sponsoring organization. 

Thus it has long been apparent to many a package 
planner that some general source of data was necessary 
beyond that which could be obtained by a mere com- 
parison with a few competitive packages. If a package 
is to be intelligently planned to stand out in any com- 
petitive environment into which it may be led by the 
vicissitudes of trade, it becomes necessary for those 
who plan the package to have a thorough knowledge of 
what hundreds of other packagers have been doing and 
are doing. It becomes necessary to know the practices 
that are customary in any given field and the reasons 
why these customs have arisen. It becomes essential 
to find the loopholes in the industry’s packaging pic- 
ture—the opportunities that have been overlooked by 
most packagers and which are, therefore, all the more 
valuable as opportunities for those with the vision and 
foresight to see and seize upon them. 

In the recent researches conducted by Raymond 
Franzen (as in many previous researches of the Institute 





NUMBER OF COLORS USED IN CAN LABELS 


(including gold and silver) 





Per-mille of 1755 labels 
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NUMBER OF OPERATIONS REQUIRED FOR 


CAN LABELS 


(including application of finishes) 



























































Per-mille of 1755 labels 
1 9 
2 10 
3 27 
4 93 
5 469 
6 344 
7 47 
8 1 
TOTAL 1000 
CONCENTRATION OF “BASIC” COLORS 
Number of colors Total number ret 
including gold of labels in other than red 
wrsiver | oteatre class | Yow. bs, at 
1 19 54 
2 39 : 55 
3 82 50 
oo 869 87 
5 653 77 











of Package Research) new ground is being explored. 
Bit by bit this extremely broad field for investigation is 
being staked out. Undoubtedly many other researches 
will be carried on. Undoubtedly many other research- 
ers will enter the field. Undoubtedly each new study 
will contribute much valuable data. 

But the data presented on these pages—and any new 
facts which other researches may develop—will be of 
little value to packagers unless they learn how to inter- 
pret and utilize such data. Facts, as such, are mere in- 
animate things incapable of aiding industry unless they 
are implemented by intelligent interpretation and ap- 
plication to the problem confronting an industry. 

Two years or more have passed since very large sums 
of money were spent on an extensive research on one 
portion of the display field. Yet, because the researchers 
contented themselves with the mere presentation of very 
valuable data, very little practical application of the 
new facts has been made. Actual progress has not 
measured up to potential progress. With this view- 
point, it becomes possible for us to proceed to an analysis 
of the data gathered in the Franzen-Meloy survey and 
presented here in the form of a series of charts. Having 
analyzed the data we can, perhaps, interpret it, in a gen- 
eral way, as a guide to package-planning operations for 
can-label users in particular and for other packagers. 


Scope of the Survey 


The present study was limited to an analysis of the 
labels of fruit and vegetable canners doing a volume 
business. These firms are distributed throughout the 
United States with the principal concentrations being 
found in the New York, Pennsylvania, Delaware, 
Maryland region; in the Middle West in a circle radiat- 
ing for several hundred miles around the City of Chicago 
and along the West Coast. The map on page 26 shows 
the location of the plants of the 228 largest canners as 
reported by 70 wholesale grocers throughout the 
country. It will be noted that the canners are concen- 
trated in those states that led in at least one fruit or 
vegetable pack. 

The large circles indicate the plants of the 120 canners 
whose labels make up the sample analyzed. It is ap- 
parent that this very substantial representation of the 
total group is typical in its respect to distribution 
throughout the regions where the different products 
are packed. 
sidered to be a sufficiently large portion of the total 
number of large canners (228) for this survey. 

{ach canner contributed, for measurement purposes, 
samples of each label utilized for a regular pack. 
Seventeen hundred and fifty-five labels in all were sup- 
plied by the cooperating canners and it is this group 
which makes up the sample analyzed in the various 
tables which follow. 

The principal analysis of these labels has been of their 
color, of their use of silver or gold, of their use of finish- 
ing processes such as varnishes and embossing and of 
their dimensions. 


The 120 cooperating canners were con- 
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Number of Colors Used in Labels 


As shown in Chart 1, page 24, the use of four colors 
(including gold and silver as colors) is the most common 
practice. Fully one-half of all labels are of this type. 
Another one-third of the labels utilize five colors. It 
will be noted that only eleven labels per thousand, 
approximately 1 per cent, are printed in a single color. 
Slightly over 2 per cent (22 per thousand) utilize two- 
color printing. Somewhat over 4 per cent use three-color 
printing. Six colors are used by approximately 5 per 
cent, while only one label in a thousand utilizes more 
than six colors. Nearly 87 per cent of all labels use four 
or five colors. 

It should be remembered in this regard that we are 
here discussing fruit and vegetable can labels. Such 
labels, used on containers which, by their very nature, 
prohibit a view of the product, require illustrations 
capable of explaining the product and of attracting the 
consumer and creating an appetizing appeal. It would 
be very rash to conclude, therefore, that the distribu- 
tion of colors shown by this chart can be applied, with 


SILVER 


ORANGE 
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any degree of accuracy, to any non-comparable field 
where either the nature of the product or the nature of 
the package made the use of fewer colors practical. 


Number of Operations Required for Production 


To the purchasing agent—as contrasted with the pack- 
age designer—the term “Number of colors” is not a 
very practical one. The purchasing agent is interested 
in comparative and actual costs and these are deter- 
mined not so much by the number of colors used, but by 
the number of operations required for the production of 
a given package or package part. 

In the case of can labels, it is therefore necessary to 
consider colors and finishes, i.e., glosses or embossings, 
in terms of operations. Eighty-eight per cent of all 
labels in the sample group utilized one or more types of 
finish. If, then, we consider them from the printer’s 
point of view, counting each color, the presence of gold 
or silver and the presence of a finish as a separate opera- 
tion, we find that almost one-half of the labels require 
five operations and that only one-third require six. 
This distribution is illustrated in Chart 2, page 24. 








HAwaAll 
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ONE OF THREE LEADING TEXAS 
STATES IN AT LEAST ONE 


CANNED VEGETABLE PACK 


ONE OF THREE LEADING 
STATES IN AT LEAST ONE 
CANNED FRUIT PACK 


Frequency of Color Appearances 


As shown in the Chart on page 25, the three primary 
colors far outrank all others in their popularity for label 
Red, blue and yellow are utilized in over 90 per 
cent of all the labels. 
large measure, because the primary colors are utilized 
in the printing process to achieve other shades of colors 


use. 
This is undoubtedly true, in 


in full-color illustrations. 

Not so easily accounted for is the use of light blue in 
In a great many 
instances, light blue is used as a supplementary color to 


slightly over 80 per cent of the labels. 


provide special emphasis for borders, lettering, letter 
shading or some other detail of the label to which it is 
desired to give special treatment. 

Next in order of color appearance comes gold, used 
on 44 per cent of the labels. Gold, of course, is defi- 
nitely a decorative accessory and seldom forms a major 
part of the illustration. 
filigree and other work of a decorative nature. 


It is used for lettering, borders, 
None of 
the remaining colors appear on more than 10 per cent 
of the labels, but even in this list a number of surprises 
are to be found. Slightly less than 10 per cent use 
black, 7'/2 per cent use pink. Green is used by slightly 
over 6'/» per cent-——surprisingly few when we consider 
that green is one of the basic colors in nature and ap- 
pears with the greatest frequency in fruits and vege- 
tables in actual body. 


@ LEADING CANNERS 
WITHIN EACH STATE 


O LEADING CANNERS 
WHOSE LABELS ARE IN 
THE CAN LABEL SAMPLE 


In contrast to gold, silver appears in only 2 per cent 
of all the cases, followed by orange, brown and light 
green, with violet virtually out of the picture.  Signifi- 
cantly, many modulated colors do not occur at all. If 
printing inks were suddenly limited to red, yellow, blue, 
light blue and gold, fully 75 per cent of all can labels 
could still be printed exactly as they are today. 


Concentration of ‘Basic’? Colors 


It is interesting to note that labels using fewer colors 
The 
centage of each group of labels covered by the popular 
red, yellow, blue, light blue and gold—is 
much higher in the four- or five-color groups than it is 
in the one-, two- or three-color groups. This condition 
obtains despite the fact that it might be assumed that 
packagers willing to spend the money for four- and 


show more originality in color selection. per- 


five colors 


five-color labels would have very precise color tastes 
It is probably 
accounted for, in large measure, by the fact that four- 
utilize 
process printing to achieve a wide variety of color 


requiring the use of special colors. 


or five-color labels the three basic colors in 
gradations. By contrast, the one-, two- and three-color 
labels usually utilize their color “pure’’—i. e., without 
process ‘ To achieve out-of-the-usual 
effects, therefore, it is necessary for the planners of 


compounding. 
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PROPORTION 
OF LABELS USING 
EACH COLOR OR 

COMBINATION 

OF COLORS 


Il coLor @ 


BLUE 

BROWN 
BLACK 

RED 

DARK BROWN 
DARK BLUE 
PURPLE 


2 COLORS @ @ 


RED AND BLUE 

RED AND BLACK 

RED AND GREEN 
BLUE AND YELLOW 
BLUE AND ORANGE 
BLUE AND GREEN 
RED AND YELLOW 
YELLOW AND BROWN 
ORANGE AND BROWN 
BLUE AND GOLD 
BLUE AND SILVER 


3 colors eee 


RED, BLUE AND YELLOW 

RED, BLUE AND GOLD 

RED, GREEN AND GOLD 

RED, YELLOW AND BLACK 

BLUE, ORANGE AND GOLD 
YELLOW, BLUE AND LIGHT BLUE 
RED, BLUE AND GREEN 

RED, BLUE AND LIGHT BLUE 
RED, YELLOW AND GREEN 

RED, BLACK AND GOLD 

RED, YELLOW AND BROWN 

RED, BLUE AND BROWN 
YELLOW, GREEN AND BLACK 
RED, BLACK AND SILVER 

BLUE, GREEN AND GOLD 
GREEN, LIGHT GREEN AND GOLD 


Per-mille 
of 1755 


4 
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4courseeee 


RED, YELLOW, BLUE AND LIGHT BLUE 
RED, YELLOW, BLUE AND BLACK 

RED, GREEN, BLACK AND GOLD 

RED, YELLOW, BLUE AND GREEN 

RED, YELLOW, BLACK AND GOLD 

YELLOW, BLUE, LIGHT BLUE AND GOLD 
RED, BLUE, GREEN AND GOLD 

RED, YELLOW, GREEN AND BLACK 

RED, BLUE, LIGHT BLUE AND GOLD 

RED, BLUE, YELLOW AND GOLD 

RED, YELLOW, GREEN AND GOLD 

RED, GREEN, LIGHT GREEN AND GOLD 
RED, YELLOW, BROWN AND BLACK 

RED, BLUE, YELLOW AND PINK 

RED, BLUE, DARK BLUE AND WHITE 

RED, YELLOW, BROWN AND GOLD 

RED, BLUE, ORANGE AND GOLD 

YELLOW, ORANGE, GREEN AND LIGHT GREEN 
YELLOW, GREEN, LIGHT GREEN AND GOLD 
ORANGE, GREEN, BLACK AND GOLD 


5 comorseooecee 


RED, YELLOW, BLUE, LIGHT BLUE AND GOLD 
RED, YELLOW, BLUE, BLACK AND GOLD 

RED, YELLOW, BLUE, LIGHT BLUE AND PINK 
RED, YELLOW, BLUE, LIGHT BLUE AND SILVER 
RED, YELLOW, BLUE, GREEN AND GOLD 

RED, ORANGE, GREEN, BLACK AND GOLD 

RED, YELLOW, BLUE, LIGHT BLUE AND BLACK 
RED, YELLOW, BLUE, GREEN AND LIGHT GREEN 
RED, YELLOW, BLUE, BLACK AND SILVER 

RED, YELLOW, BLUE, LIGHT BLUE AND BROWN 
RED, YELLOW, GREEN, BROWN AND GOLD 

RED, YELLOW, BROWN, BLACK AND GOLD 

RED, YELLOW, BLUE, PINK AND GOLD 

RED, ORANGE, GREEN, LIGHT BLUE AND BROWN 
RED, BLUE, GREEN, LIGHT GREEN AND GOLD 


6 coornseeoeceoee 


RED, YELLOW, BLUE, LIGHT BLUE, PINK AND GOLD 
RED, YELLOW, BLUE, LIGHT BLUE, BLACK AND GOLD 
RED, YELLOW, BLUE, LIGHT BLUE, BLACK AND SILVER 
RED, YELLOW, BLUE, LIGHT BLUE, ORANGE AND GOLD 
RED, YELLOW, BLUE, LIGHT BLUE, PINK AND GREEN 


7 colorseeeoeoee 


RED, YELLOW, BLUE, LIGHT BLUE, PINK, GREEN AND GOLD 
RED, YELLOW, BLUE, LIGHT BLUE, PINK, BLACK AND GOLD 


Per-mille 
of 1755 


417 
17 
15 
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POTENTIAL VS. ACTUAL USE OF 
COLOR COMBINATIONS 


No.of combinations 
mathematically 


No.of combinations 
actually used 





1 color 

2 colors 
3 colors 
4 colors 
5 colors 
6 colors 


these simpler labels to utilize colors other than the 
most common standard reds, yellows and blues. 


Proportion Using Each Color or Combination 


A basic combination of colors persists throughout the 
labels, regardless of the number of colors. The chart 
on page 27 clearly demonstrates this phenomenon. It 
shows how a very large proportion of labels in each 
color class merely adds another color to the dominant 
color combination of the preceding class. For in- 
stance, 25 per cent of the three-color labels have a blue, 
red and yellow pattern. Eighty-four per cent of the 
four-color labels take this same combination and add 
light blue. Seventy-seven per cent of the five-color 
labels have added gold to these previously mentioned 
four colors. Ninety-two per cent of the six-color 
labels use the dominant five-color combination (red, 
yellow, blue, light blue and gold), adding pink. 

Those combinations, which differ only by the addition 
of another color, finally account for 78 per cent of all 
the labels in the sample surveyed. A closer examina- 
tion of the chart shows some other, interesting angles. 

Of the one-color labels, blue provides the favorite 
color with brown as runner-up. 

Of the two-color labels, red and blue are the favorite 
with red and black, red and green and blue and yellow 
following in close order. 

Of the three-color labels, red, blue and yellow provide 
the most prominent combination, but red, blue and 


13 
78 
286 
715 
1287 
1716 


ri 
11 
16 
20 
15 
5 








gold, red, green and gold and red, yellow and black are 
likewise favored. The first combination to appear 
without the use of red runs fifth on this list! 

In the four-color group, the vast majority of labels 
use red, yellow, blue and light blue. The combinations 
red, yellow, blue and black and red, green, black and 
gold receive 1.7 per cent and 1.5 per cent of the total 
“vote” in this category. Of the 17 other combinations 
which appear, no single one achieves as much as 1 per 
cent of the total and eight of these combinations are used 
one-tenth of 1 per cent of the time or less frequently. 

Among the five-color labels, the red, yellow, blue, 
light blue and gold combination receives 77 per cent of 
all choices. The next highest combinations, red, 
yellow, blue, black and gold does only one-tenth as 
well. The red, yellow, blue, light blue and pink com- 
bination is used 23 times per thousand and the red, 
yellow, blue, light blue and silver combination is 
selected only 15 times per thousand. 

In the six-color group, the vote runs 48 to 4 for red, 
yellow, blue, light blue, pink and gold as against any 
other combination. 

In addition to the extreme uniformity of color use, 
a study of these combinations shows a surprisingly 
timid approach whenever a departure is made from 
the most customary combinations. Four of the com- 
binations using five colors all utilize red, yellow, blue 
and light blue in exactly the same way as does the 
major combination. The only difference between 
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these supplementary or alternative combinations and 
the major group lies in the substitution of pink, silver 
black or brown for the usual combination with gold. 

The same is true in the six- and seven-color combina- 
tions where red, yellow, blue and light blue are used in 
every instance and only the remaining colors of the 
label vary slightly. 


Potential vs. Actual Use of Colors 


Even if we were to assume that all can-label designing 
must be limited to the 13 colors appearing on the labels 
in this representative sample, there are still hundreds 
of possible combinations of these 13 colors. How few 
of these are actually utilized is demonstrated by the 
chart appearing on page 28. The contrast between 
the different combinations mathematically possible and 
the number actually employed is extreme, particularly 
in the multi-color combinations—the four-, five- and 
six-color labels. 

Of course, not all of the thousands of combinations 


that are possible mathematically are practical estheti- 
cally. Nevertheless, the small number of different 
combinations employed would seem to suggest a lack 
of experimental approach to the problem of distinc- 
tive coloration. 


Of the 13 colors utilized in the multi-color labels only 
seven appear in the one-color jobs. It would certainly 
seem that others among this group might be usable by 
canners. Only 11 of the 78 possible combinations are 
used by those utilizing two-color labels. Only 16 of 
the 286 possibilities are taken up by those using three- 
color labels. In both these groups, it would seem that 
much might be done in the way of achieving package 
individuality by designers who would adopt some of 
the esthetically satisfactory, but unused combinations. 
In the four-, five- and six-color groups allowance must, 
of course, be made for the basic process combination 
of red, blue and yellow. Allowing for this necessary 
prejudice in favor of the three basic colors, the disparity 
between the number of actual combinations used and 


USE OF METALLIC DECORATION 














Type of gold or silver used in each number of colors class 
Total Gold Gold Silver Silver No gold 
No. of . Total bronze ink bronze ink or silver 
non-metallic no. of dusted dusted 
colors labels % % % % % % 
1 26 100 7 F sii 13 73 
2 72 100 42 12 _ 2 aa 
3 133 100 16 47 = 5 32 
4a 1385 100 16 26 2 an 56 
5 137 100 19 ag _ 1 36 
6 2 100 saint —_ —_ —_ 100 
Total 1755 100 16 28 2 1 53 
































USE OF GLOSS-|I. E. VARNISH, LACQUER, ETC.-AND OF EMBOSSING 


Type of finish used in each number of colors class 

















No. of colors ny Total Embossing Gloss No embossing 
omar ae saleaniitnd % % % 7 5" 
1 19 100 am 18 82 
2 39 100 _ 64 36 
3 82 100 2 72 26 
3a 869 100 _ 88 12 
5 653 100 2 89 9 
6 91 100 14 78 8 
7 2 100 om 100 om 
Total 1755 100 2 86 12 
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LABEL SIZE AND THE USE OF COLOR 





Dimension against the grain 
in sixteenths of an inch 


Total number of labels 


Average number of colors including 
gold and silver and use of finish 





17-32 
33-48 
49-64 
65-80 
81-96 
97-112 
113-128 
129-144 
145-160 
161-176 
177-192 
193-208 
209-224 
225-240 
241 & over 


TOTAL 
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the number mathematically possible is seen to be not 
so great. Yet even here, in selecting supplementary 
colors to be used in addition to red, blue and yellow for 
process work, designers might profitably investigate the 
possibilities of utilizing a larger group of combinations 
and of making use of colors which are now discarded 
without adequate reason. 

Certainly wherever design involves the problem of 
achieving a distinctive appearance, such distinction 
may often be attained by the use of an identifying color 
or shade of color which is little used by competitors. 
If this cannot be the dominant feature of a package 
design, it might still be a prominent though secondary 
feature—one to be achieved through the fourth or fifth 
or the sixth color on a label. Where everybody’s 
fourth color choice runs to light blue, the man who 
chooses black or gold or green obviously achieves a 
high degree of distinctiveness. If the design is basic- 
ally sound, there is no reason why the use of a distinc- 
tive color should not result in an attractive, eye-com- 
pelling label without any unesthetic features. 


Use of Metallic Decoration 


On page 29 are charted the uses of metallic decorations 
to supplement color. It will be noted that gold is a 
favorite metallic appearing on 28 per cent of the labels. 
Sixteen per cent of all labels are gold bronze dusted. 
Silver is used on only 1 per cent of the labels, while 
fully 53 per cent use neither gold nor silver. 

Metallic decoration is most likely to be on the multi- 
color labels. It is rarely utilized with one other color. 
It is most frequently utilized with three or five other 
colors. Strangely enough, it is less frequently utilized 
with four other colors than with either three or five. 


Gold bronze dusted seems to be especially suited for 
use with labels utilizing a limited number of colors. 
Forty-two per cent of those using two non-metallic 
colors use gold bronze dusting. But less than 20 per 
cent of the other labels use this process. 


Use of Gloss 


The second chart on page 29 illustrates the use of all 
types of varnishes, lacquers, flinting, etc., as well as 
the use of embossing. It will be noted that only a 
small proportion of one-color labels use any kind of 
finish. The more colors used, the more likelihood 
there is that some finish will also be employed. 

Embossing appears very infrequently except in the 
luxury, six-color class. Over 90 per cent of the six- 
color and the five-color class have either embossing or 
a gloss. There is only one label in the entire sample 
that uses both embossing and the gloss. 


Label Size and the Use of Color 


Size, obviously, is dictated pretty strictly by the con- 
ditions of the labeling problem. Among these fruit 
and vegetable can labels there is, of course, marked 
concentration within a small size range. Thirty-eight 
per cent of the labels are within the limits of 4'/;. in. 
to 44/1, in., inclusive (against the paper grain), by 
10%/i, in. to 11?/i¢ in., inclusive (with the grain). 
Although over half the labels have an against-the-grain 
dimension within this quarter inch, the other half 
ranges from 1'/\, in. to 22 in. The dimension with 
the grain is not quite as concentrated and varies from 
2 in. to almost. 28 in. 
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Old barbershop bottle of Vitalis aban- 
doned to meet home-user demands* 





t is our “old friend the customer” who prompted 

Bristol-Myers Co. to change the Vitalis packages, 

not because the company just generally hoped to 
please more customers, but because customers found the 
16-0z. bottle—which was not primarily “drug store 
size’’—impractical. They wrote letters to the effect 
that its long neck interfered with its fitting into medi- 
cine chests. So something naturally had to be done. 

Vitalis was not developed by Bristol-Myers, it was 
bought out by them. The original package was typical 
of the old-fashioned barbershop—extremely ornate and 
replete with lavender, green and gold. At the time of 
purchasing Vitalis, Bristol-Myers cleaned up the label, 
but accepted stock bottles. The largest of these was 
16 oz., with three “drug store sizes” ranging downward 
to the 10-cent size. As the product won acceptance, 
there was a constantly increasing demand for the large 
size, for customers, when they find satisfaction in prod- 


‘ 


ucts, want the economy of buying larger amounts. 
So it was the retail customers who brought attention 
to this trend, by their letters which complained of the 
16-0z. bottle. The Sales Department knew that the 
handful of letters received were representative of 
hundreds, and possibly thousands, of similar unspoken 
complaints. The matter was referred to William Bris- 


tol, Jr., Vice President in charge of production. It was 





* Based on an interview with William Bristol, Jr., of Bristol-Myers Co. 
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obvious that if the 16-0z. bottle was to be changed, it 
would be necessary to change the other three in order to 
keep the family group. It was likewise decided to do 
a complete redesign job on labels and cartons. 

Mr. Bristol digressed long enough to explain that his 
own firm, and in his opinion, (Continued on page 94) 
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Old fashioned herbs for modern use 


A wide range of cooking herbs and aromatic mixtures 
of herbs come to market in unusually attractive packages 


ooking herbs, herb jellies, herb honeys and herb vine- 
gars have come back to their own. In the past, 
the drying and preparing of herbs was part of the 
housewife’s endless round of homemaking activity. 
The herbs had to be plucked at just the right moment, 
cleansed and dried perfectly, the leaves and flowers 
stripped from the stems and then, perhaps, crushed and 
sifted. Today, it is the rare homemaker who has a 
garden at her back door or the leisure to prepare her own 
herbs or even the knowledge necessary for such special- 
ized preparation. 

About a year ago, Hawthorne Distributors started the 
preparation and marketing of herbs, packaging them in 
a manner that makes them as easy to use as the rest of 
the labor-saving devices in the modern kitchen. Over 


- 


I. Nested in the partitioned base of a set-up box are all the es- 3B. Four bottles of vinegar are nested in a partitioned cabinet. 
sentials necessary for the making of various salad dressings. In Bottles are equipped with cork closures sealed tight with a seal- 
the center compartment, a wooden fork and spoon are found as ing compound. 4. Baskets of all types are utilized for the mer- 
well as a booklet of recipes. 2. Cabinets, finished in simulated chandising of herbs. Re-use possibilities of the baskets as 
woodgrain paper, are utilized for the merchandising of herb teas, utility containers in the home are readily apparent. %. Aro- 
herb honeys and cooking herbs. Note the device incorporated in matic mixtures of herbs are packed in rigid transparent contain- 
the base of the cabinet to facilitate removal of each jar. ers. @. An herb mixture for men is merchandised in an oval, 
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a period of a year, the original packages have been 
somewhat improved and modified in order to increase 
their utilitarian value as well as their visual appearance. 

Seasoning herbs, herb seeds and seasoning bouquets 
are merchandised in small glass jars which fit, in sets of 
six, into paperboard cabinets. Herb teas are likewise 
fitted, in sets of six, into cabinets, but here the product 
is packed in paraffin-lined, square set-up boxes instead 
of glass jars. 

The cabinet, of set-up box construction, has a hinged 
lid and drop-front panel. Surface decoration is held to 
a minimum, the product name and trade mark being 
the only imprinting on the simulated woodgrain surface. 
On the inner surface of the drop-front panel is a chart 
of directions and suggested uses for the herbs. Sturdy 
dividers partition the cabinet into individual compart- 
ments so that each jar fits into its own niche. Added 
convenience-in-use is the incorporation of a ribbon at 
the base of the cabinet which, when pulled, facilitates 
removal of each jar. 

The stock jars utilized are equipped with metal clos- 
ures and ivory-and-red labels. Closures, finished in red, 
are, in some instances, further decorated with a paper 
label detailing information about a particular herb mix- 
ture. It is interesting to note how the use of stock ma- 


transparent acetate container tied with a cord to which is affixed 
a leather label. Six varieties of cooking herbs are sold in small 
round acetate boxes, held together as a unit by an overwrap. 
Set-up boxes and cabinets by Brick & Ballerstein. Jars, bottles 
and closures by Hazel-Atlas Glass Co. Wicker baskets by A. Leip- 
zig, Inc. Metal baskets by Reed & Keller, Inc. Transparent con- 


tainers by Hygienal Co., Inc. Acetate sheeting by Celluloid Corp. 
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terials—jars, closures and labels—has resulted in eye- 
compelling ensembles through the clever utilization of 
simple designs and color combinations. 

Likewise merchandised in a simulated woodgrain 
chest are four bottles of herb vinegars. Again stock 
bottles have been used, topped by cork closures and old- 
fashioned sealing wax which increases the old-fashioned 
atmosphere of the ensemble. All the essentials for the 
preparation of basic salad dressings are found in an 
“Epicure’s Salad Kit.” Bottles of vinegar and jars of 
herbs, as well as a wooden spoon and fork for the mixing 
of the salad, are found in a partitioned base of a set-up 
box. Here again, simulated woodgrain paper is uti- 
lized to maintain family resemblance. The lid of the 
box bears the product name and company trade mark in 
red lettering. 

In addition to cabinet sets of cooking herbs, honeys 
and teas, Hawthorne sponsors a complete line of novelty 
herb packages suitable for gift-giving occasions. 
Wicker basket trays, basket hampers and flower baskets 
are used to present herb selections. Some of the herb 
mixtures are found in small glass jars, while others are 
found in transparent cellulose envelopes tied with red 
ribbons. Baskets are ribbon decorated and cellu- 
lose overwrapped. Wicker (Continued on page 96) 


















Drinkees, sanitary household paper cups, are easy to use 
from their rigid transparent acetate dispenser. The user 
simply removes a disc, located at the bottom of the unit, 

and removes the cups, one at a time. A cord is supplied, integral 

with the dispenser, so that the container may be hung in 
kitchen or bathroom. Dispenser fabricated by Shaw Paper Box 

Co. Acetate sheeting by Plastics Division, Monsanto Chemical Co. 


} A new style of reel for the Sunset Line and Twine Com- 
pany’s fishing lines provides the fisherman with a catch-all 
container as well as a spindle for the line. Two plastic 

molded parts are so constructed as to lock together to torm the 

bobbin upon which the angler’s line is wound. When the lid is 
unlocked from the base, a receptacle is found in which lures, 

flies, etc., may be stored. The locking device is formed by a 

groove, equipped with lugs, molded integral with the lid. A gold 

foil label, imprinted in black with red trim—to harmonize with 
the red cellulose acetate molded reel—is utilized to present in 
formation concerning the product. Cellulose acetate molding 
powder by E. I. du Pont de Nemours & Co., Inc. Molded by 
American Molding Co. 


®} A set-up box which, by its unique structure, helped to bring 
») apples into the gift class during the holidays was adopted 

by Hill-E-Here Orchard. A drop-front panel reveals a 
partitioned tray in which a dozen apples are nested in shredded 
cellulose. In the base of the box, another dozen apples are like- 
wise packed, each apple in its own compartment. A green and 
red holiday pattern is utilized for the box finish. Container by 
Gerbereux Dufft & Kinder. 


Something new for winter skin care is the Du Barry Winter 

Complexion Duo—foundation lotion and face powder—dis- 

played and sold in a blue set-up box accented with pink 
trim. An allover pattern of winter scenes enhances the appear- 
ance of the hinged lid. Products rest in a die-cut platform. 
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United Drug Company’s electric heating pad reaches the 
market in a showcase-type package which provides maximum 
e product visibility. The metal-reinforced cover of trans- 
parent acetate permits inspection of all four edges of the pad as 
well as the top. Neat square edges and vertical sides of the cover 
are set off by the beveled sides of the cardboard base. Cardboard 
base by M. Rubin & Co., Inc. Cover fabricated by Parfait 
Powder Puff Co., Inc. Acetate sheeting by Eastman Kodak Co. 


# Basing its decision on the information gathered via a con- 
} sumer survey, Vincennes Packing Corp. selected a distinctive 
and convenient container for catsup and chili sauce. Desig- 
nated as a ‘“‘Decanter,”’ the bottle stands 5°/, in. high, including 
the closure, and holds a full 12 oz. It is about 3 in. in diameter 
at base and tapers slightly to a rounded shoulder. The neck 
opening is wide enough to permit the product to pour freely. 
A vacuum closure is utilized. Container by Owens-Illinois Glass 
Co. Closure by White Cap Co. 


Defender Photo Supply Co., Inc., merchandises its sensitized 
photographic papers in a new package designed to increase 
display values. The old envelope—of brown kraft paper 
has been abandoned in favor of a blue envelope with yellow im- 
printing which differentiates the company’s product from others 
packaged in brown kraft. The ‘“Rip-Strip’’ type ot opening de- 
vice, incorporated in the old package, is retained in the new. 
Envelope by Rochester Envelope Co. 


James B. Beam Distilling Co. introduces its bourbon whiskey 
in a bottle in the form of a tenpin which is, appropriately 
enough, called ‘‘Pin-Bottle.”’ A domed cork closure, with 
a rock maple natural finish wood, tops the container. Bottle by 
Owens-Illinois Glass Co. Cork closure by Dodge Cork Co., Inc. 


] The Owens Staple-Tied Brush Co. packages its military 
brush set—made of Nylon—in a set-up box with a military 
design. Red, white and blue are the colors utilized, crossed 
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sabers being the only decorative design on the hinged lid which 
is designed with a sloping front. The base of the unit is rayon 
lined and compactly holds two military brushes. Container by 
Shoup-Owens, Inc. 


Salute brand wine, product of Louis Finocchiaro, Inc., now 
If} appears in containers with a blown-in grape cluster decora- 

tion. Package family resemblance is maintained not only 
by the use of containers of matching design, but by the intelligent 
use of labels consistent in color scheme and layout. Viscose 
secondary closures are equipped with a decorative cord to facili- 
tate opening. Screw-on closures are utilized. Containers and 
closures by Hazel-Atlas Glass Co. Labels supplied by Epsen 
Lithographing Co. 

Petri Wine Co. markets two types of wine, a ‘‘Vintage’”’ 
| and a ‘‘Double A” brand, the former designed for the 

higher-bracket market. In order to differentiate between 
the two, the ‘‘Vintage’”’ package has been given a container de- 
signed to emphasize quality of the product, while the ‘Double 
A” package is more colorful to appeal to the mass market. A 
family resemblance, however, has been maintained between the 
two containers. Factual information about the wine is promi- 
nently presented. Each bottle carries a screw cap closure. 
Designed by Joseph Sinel. Bottles by Hazel-Atlas Glass Co. 
Closures by Anchor Hocking Glass Corp. Labels supplied by 
Carton Label Corp. 


*} Colorful Martex towels appear in a container with definite 
re-use possibilities. The flower-decorated cardboard base 
and transparent acetate top combine to form a sturdy unit 
which may be utilized as a knitting stand after the towels have 
been removed. Prior to such use, the container does an excellent 
display job in the store. Container designed and produced by 
Atlanta Box Factory. Acetate sheeting by Celluloid Corp. 
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Molded display package 





To the far left may 
be seen the Christ- 
mas carton in which 
the Schick Injector 
Razor was mer 
chandised, the regu- 
lar sales carton and 
the plastic con 
taincr in closed 
position. To the 
right is the saddle 
leather box shown 
as it would appear 
on dealers’ coun 
ters. Below: The 
plastic container in 
its display position. 


Schick Razors gain display values at no extra cost via new gift box 


e-use or gift’ packaging involves, generally, the 
combining of two closely related or unrelated ob- 
jects into a sales unit. Thus there are on the 
market such unrelated items as golf balls in an ashtray, 
belts in cigarette boxes, garters in jewelry boxes, ete. 
On the other hand, some manufacturers have sought to 
relate the re-use package to the article of merchandise, 
planning their containers for a utility closely related to 
the use of the product itself. 

Recently, the Magazine Repeating Razor Co. adopted 
two new gift packages, one of which combines unrelated 
objects together as a sales unit, while the other joins 
perfectly related objects. 

From the viewpoint of successful design, the new 
container for the new Schick Injector Razor is a notable 
example of related re-use packaging, without its dis- 
advantages. The unit is molded of black cellulose ace- 
tate. In its closed position, the container is stream- 
lined, with the product name incised and wiped-in in 
white. In the store, however, the box assumes another 
function—that of display. The lid is hinged to the base 
in such a manner as to permit its being lifted and 
pivoted forward and under the base to form a supporting 


platform holding the base at the proper display angle. 
The razor is held firmly in a molded receptacle. Two 
molded-in compartments hold, respectively, a cartridge 
of 12 new blades and used blades. 

After the box serves successively as a display and sales 
package, it becomes a convenient storage container in 
the home for razor, new blades and used_ blades. 
Launched during December for gift selling the unit was 
inserted into a regular sales carton which was, in turn, 
inserted into a holiday-decorated carton. 

\ holiday package, discontinued for all-year sale, 
provides an example of unrelated objects being sold to- 
gether as aunit. Here two 20-blade cartridges of razor 
blades were inserted into a cardboard platform, im- 
printed with a holiday greeting as well as a “To” and 
“From” card. The platform is placed 
base topped by a saddle leather lid. The leather con- 
tainer is designed to be re-usable as a cigarette box after 
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the blades are removed. 

Credit: Plastic container molded by Columbus 
Plastic Products, Inc. Cellulose acetate molding com- 
pound by Tennessee Eastman Corp. Leather box by 
Schierenhide, Inc. Cartons by I. Kunin, Inc. 
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Back-ol-label salesmanship 


he College Inn Food Products Co. is best known as 

one of the oldest producers of tomato juice. Of all 

its products, this has achieved the widest distri- 
bution and greatest sales volume. The acceptance of 
its tomato juice as a quality product in wide public de- 
mand has, therefore, aided it greatly in introducing 
other products to the market. In this respect, the com- 
pany occupies a position in no way unique. Many 
another firm, producing a wide range of goods, finds itself 
best known for a single product which produces a very 
substantial portion of its total sales volume. Few com- 
panies, however, realize—as did the College Inn firm 
that the line leader may be successfully utilized as an 
advertising medium for the introduction of newer prod- 
ucts on the market. 

Deciding to capitalize upon the tremendous poten- 
tial advertising circulation of its tomato juice labels, 
College Inn recently arranged to feature three of its 
products on the back panels of tomato juice can labels. 
Labels were ordered in equal quantities with copy 
suggesting the use of boned chicken, chicken a la 
king or rice dinner and spaghetti. The front panel in 
each case was identically the same, but the back panels 
were shuffled so that each case of tomato juice going 
out to retailers contained approximately one-third of 


MAY WE RECOMMEND 
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College Inn capitalizes on the advertis- 
ing value of the oft-ignored back panel 


each of the varieties of back panels. In this way the 
company hoped—and with good reason as subsequent 
sales have proved—to acquaint the American house- 
wife with its newer and less well-known products. It 
was felt that the mere printing of a long list of prod- 
ucts (a common practice) would gain little attention 
from the consumer and give little cause for consumer 
experimentation. By devoting a substantial space to 
illustrating and describing a single product, the consu- 
mer’s attention could be arrested and a strong and 
favorable impression created. 

The introduction of the new labels was followed by 
a substantial sales increase for each of the three prod- 
ucts featured on the back panels. This increase is 
quite probably ascribed, in large measure, to the label 
advertising program. But sales are not the only mea- 
sure of the effectiveness of the idea. The company has 
found it much easier to place the new products with 
dealers handling tomato juice, since retailers readily 
see the possibilities of building up additional sales in 
view of the advertising distributed with each can of 
tomato juice. The strengthened distribution picture, 
therefore, causes a further favorable effect in encourag- 
ing a steadily rising sales curve. 

Credit: Labels by the Independent Lithograph Co. 
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FLOOR MERCHANDISER TAKES 
HALF A MINUTE TO SET UP 


Focal point of Best Foods’ current Nucoa campaign is a 
floor stand which capitalizes upon grocery dealers’ 
partiality for sturdy, easily erected floor merchandisers. 
[t differs from the traditional corrugated floor stand in 
that it does not reach the dealer as a shipping case filled 
with sales packages, but, rather, arrives at the store as 
a display piece upon which the dealer may present a 
number of Nucoa sales packages. 

Three sides of the display are lithographed with dupli- 
cations of Nucoa shipping containers. This repetitive 
design motif literally forces the eye to take note of the 
product name and the fact that the product contains 
Vitamin A. 

Seemingly tacked to the front panel of the stand is a 
lithographed scroll with the legend, printed in poster- 
type arrangement, “Try Nucoa with Vitamin ‘A’ 
Today!’ The message on the simulated scroll is litho- 
graphed in a manner which provides maximum legi- 
bility. On top of the stand are placed a number of 
sales packages, the open presentation inviting consum- 
ers to not only inspect the packages, but to wait upon 
themselves as well. 

Credit: Floor display stand byOttawa River Paper Co. 





NEW PRODUCT INTRODUCED 
BY POINT-OF-SALE SAMPLER 


Getting consumers to sample a new product is a tough 
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Lo introduce its new Root Beer candy to the public, the 

Reed Co. relies neither upon gaily dressed girls on street 
Pr « Pe 






corners lo distribute samples nor upon promiscuous dis- 
tribution on doorsteps. The company, rather, relies 










upon a counter merchandiser to both acquaint con- 
sumers with the appearance of the new candy and to 
place a piece of that candy into the hands of passers-by. 






Of folding carton construction, the display first 






serves as the shipping container. Upon receipt by the 
dealer, the unit is quickly converted into a counter mer- 
chandiser. Three-quarters of the base of the carton is 
given over to the presentation of the regular Reed’s sample candy pieces fresh and free from dirt, but like- 
Root Beer sales packages. In the front of the base, a wise serve to impress upon the consumer mind the name 
receptacle is formed by a cardboard divider which par- of a new product. 

litions it from the regular sales patkages. In this com- The back panel display card is so designed as to pre- 
partment, sample pieces of the candy are placed in sent the product name and price in a legible manner. 
jumbled fashion. Messages tell the consumer that the Consumers may thus help themselves, since they do 
candy is a free sample, there for the taking. Each not have to wait for the salesclerk. 

individual sample piece of confection is wrapped in Credit: Transparent cellulose sheeting by E. I. du 
printed transparent cellulose paper. An allover pat- Pont de Nemours & Co., Inc. Wraps printed by The 
tern, in reverse lettering, is formed by the product Dobeckmun Co. Paper labels by Magill-Weinsheimer. 
name. Thus the wraps not only serve to keep the Display carton by Milprint, Inc. 
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ALL SHADES FOR ALL GUESTS 
IDEA OF NEW POWDER BOX 


Latest offering of Germaine Monteil, cosmetician and 
dress designer, is the Guest Powder Box which enables 
hostesses to provide their guests—blonde, brunette or 
redhead—with the proper shade of face powder. 

A hinged lid set-up box forms the powder chest. 
Finish is similar to that of all Monteil packages—ivory 
with brown trim. The lid opens to reveal a platform 
holding four square set-up boxes of powder in four dif- 
ferent shades. The individual boxes fit deep into the 
base so that their lids are flush with the platform. Each 
box lid is hinged and is equipped with a ribbon tab to 
facilitate opening. In the center of the chest is a rec- 
tangular, hinged-lid container in which are nested colored 
powder puffs. Lids of the powder receptacles bear the 
Germaine Monteil monogram, while the powder puff 
compartment bears the legend “Powder Puffs” in 
brown script lettering. The inner surface of each 
powder box lid carries a small, round label on which is 
imprinted the name of the powder shade. 

The simplicity of surface decoration makes the en- 
semble a suitable accessory on the dressing table. 

Credit: Box produced by A. Dorfman & Co., Inc. 
Paper by Wyomissing Glazed Paper Co. 
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A “BUCKETFUL” OF STOCKINGS 
FOR GIFT-GIVING OCCASIONS 


Gift packages, reaching the dealer as separate units to 
be sold with product if so specified by the consumer, are 
best suited to the dealers’ needs if they combine the 
greatest possible attractiveness with maximum utility. 
They should be so constructed as to be filled easily. 
They should provide for effective display in the store so 
that consumers are aware of their existence. Further, 
they should be planned to be packed for shipment 
quickly and without undue effort or expense. In addi- 
tion to complying with the dealers’ requirements, gift 
packages should create a desire, on the part of the con- 
sumer, for possession. They should be either of a 
decorative or functional design so that their re-use in 
the home is readily apparent. 


The Phoenix Hosiery Co. this year adopted gift pack- 
ages for its hosiery which conform with the basic es- 
sentials outlined above. A bucket-type container was 
utilized, the unit being offered consumers with the pur- 
chase of three pairs of hosiery. Of sturdy construction, 
the pail is covered in a tan paper decorated with a neat 
green and red allover pattern. Gold foil paper bands 
encircle the top and base of the pail, simulating the 
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metal reinforcements found on real buckets. The 
handle is likewise covered in gold foil. 

Three pairs of hose are tied together by a red cellu- 
lose band and are easily tossed into the container by the 
busy salesclerk, without marring general appearance. 
The handle is attached to the pail so that it may be 
easily raised or lowered. 

Credit: Package designed and produced by W. C. 
Ritchie and Co. 




























































PRE-PACKED GIFT SET SELLS 
GOLF BALLS IN DECEMBER 


For some years past, manufacturers have devised vari- 
ous special containers to stimulate holiday sales. Most 
of these have been designed to serve some practical pur- 
pose after the merchandise had been utilized. 

Two years ago, Acushnet Process Sales Co. merchan- 
dised golf balls in a cedar box which made a convenient 
catch-all after the balls had been removed. Last year, 
a simulated leather box with an old golf print on the 
cover was used. Both of these packages proved to be 


TANTALUS AIDS FIRST SALE 
AND INSURES THE SECOND 


Many elaborate, ingenious and re-usable packages for 
wine have been developed by American wine producers 
in an effort to increase the sale of this beverage. Vint- 
ners have had to contend with the predilection of con- 
sumers for imported wines—many of whom falsely be- 
lieved that imported wines were the best—and with the 
competition presented by liquor manufacturers. Smart 
merchandising, including smart packaging, has been 
relied upon, in large measure, to increase the sales curve 
for wines. 

The Atlas Import and Export Corp. currently mer- 
chandises its wine in two cut-glass bottles sold as a unit 
in a tantalus. When delivered to the consumer, the 
bottles are sealed with cork closures and secondary vis- 
cose seals. The neck of each bottle is decorated with 
an attractive red bow of transparent cellulose. 

The two glass decanters fit inte a chromium-finished 
metal stand and are held firmly in position by a chrom- 
ium cross bar which is equipped with a locking device. 
The small lock for the cross bar is chromium finished to 
match the metal stand. An attractive feature of the 
tantalus is the fact that the cross bar may fit into the 
carrying handle at a point above the bottles. This 
feature is provided so that the large glass stoppers— 











quite popular and were successful in stimulating sales. 

This year, a copper bowl was selected. The golf balls 
are packed in the metal bowl, overwrapped with trans- 
parent cellulose and tied with a decorative red ribbon 
to which is affixed a Christmas card. Each ball is 
wrapped in printed transparent cellulose, the design 
motif being a traditional green and red holly pattern. 
When the golf balls are removed from the bowl, the unit 
is converted into an ashtray. A cork center piece, 
provided to complete the ashtray, fits into the bowl, 
screws being provided for this purpose. 

The golf ensemble is sold in a two-piece corrugated 
container decorated with an encircling strip of gold 
metal foil. This band serves in a functional capacity, 
in addition to a decorative one. Once the foil band is 
broken, it cannot be re-sealed. This feature guarantees 
the purchaser a factory-fresh product and tends to 
eliminate pilfering in the store. The square shape of 
the corrugated unit holds the circular bowl and the 
accessory cork piece in a manner which would have been 
impossible had a round container been adopted, since 
the cork center piece fits snugly into one of the corners 
of the box. 

Credit: Copper ash bowl by Revere Copper & 
Brass Co. Transparent cellulose sheeting by E. I. du 
Pont de Nemours & Co., Inc. 


supplied with the ensemble—may be utilized in the 
home, instead of the cork closures, thus completing the 
glass decanter set. 

Credit: Glass stoppers and bottles by Owens-Illinois 
Glass Co. Tantalus by Sun Metal Co. Cork closures 
by Armstrong Cork Co. Viscose secondary seals by 
Celon Co. Labels by Crescent Label Co. 
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This New Peper-Pach 
Package Keeps Tobacco 
Better and fresher 





SINGLE HEAT-SEALED FILM 
REPLACES DOUBLE WRAP 


The Christian Peper Tobacco Co. formerly marketed 
its product, Fifth Avenue Mixture, in a paper wrapper 
with a transparent cellulose overwrap. In an attempt 
to develop a more protective and more convenient 
package for the consumer, the company has now 
changed over to a new wrapper in which a single 
processed film replaces the two sheets formerly used. 

The base stock of the new wrapper is cellulose ace- 


TRANSPARENT TUBES DISPLAY 
NEW TABLE-TENNIS BALLS 


After some six years of constant manufacturing of 
table-tennis balls, the Harvard Table Tennis Co. 
finally satisfied itself and its dealers that it had arrived 
at a more perfect product than had previously been 
available on the market. It quite logically felt that an 
improved package—radically different in quality and 
appearance from previous containers—would be es- 
sential for the introduction of the new product. Par- 
ticularly important among the requirements set for 
the new container was that it permit the dealer an 
opportunity to show the special features of the new 
ball without permitting the consumer to handle it. 

Adopted, therefore, were transparent cylindrical 
containers formed of lightweight acetate sheet stock. 
The edges of these tubes were turned to form a rounded 
rim, giving rigidity to the container and facilitating 
recapping. Removable, friction-fitting paperboard 
caps are used at each end of the container and are so 
constructed as to permit the unit to be stood upright 
for display purposes. Each cylinder has been labeled 
through the use of imitation gold foil applied by heat 
and pressure to the acetate sheet to produce a combina- 
tion embossed and debossed effect. 
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tate. This is first printed in reverse, pigmented aniline 
inks being utilized. A three-color design is used with 
red and blue for type and illustrations and a cream tone 
for the all-over opaque background. The sheet is then 
coated with a rubber-wax preparation which, it is 
claimed, gives the wrapper a high resistance to mois- 
ture-vapor transmission and thus aids in preserving 
the freshness and flavor of the tobacco by preventing 
moisture losses. The coating serves a secondary purpose 
in that it makes the sheet heat-sealable and thus facili- 
tates the assembly of the container. 

To merchandise the new container, the company has 
adopted an ingenious,display carton. The outer car- 
ton is so constructed and die-cut as to permit the dealer 
to readily break it into two separate display containers 
each holding six packages. Each half forms a tray with 
a low-cut front wall and a back panel rising above the 
packages to afford further display space. The display 
units may be utilized separately or may be arranged 
back to back for display at counter points where two- 
direction visibility is possible. For tobacconists work- 
ing in extremely limited areas, a third display carton, 
holding three packages, is shipped inside the larger 
carton, permitting a small unit presentation. 

Credit: Wrap printed and fabricated by The 
Menasha Products Co. 


STORIES 


Four cylinders, with a total content of 2 doz. balls, 
are shipped to dealers in a hinged-lid set-up box. To 
facilitate use in display, the inner surface of the tin lid 
has been decoratively printed. 

Credit: Cylinder containers designed and fabricated 
by the Transparent Co. of America. Acetate sheet 
material supplied by the Eastman Kodak Co. Set-up 
display box by Paris Paper Box Co. 
































































PRE-PACKED GIFT SET SELLS 
GOLF BALLS IN DECEMBER 


For some years past, manufacturers have devised vari- 
ous special containers to stimulate holiday sales. Most 
of these have been designed to serve some practical pur- 
pose after the merchandise had been utilized. 

Two years ago, Acushnet Process Sales Co. merchan- 
dised golf balls in a cedar box which made a convenient 
catch-all after the balls had been removed. Last year, 
a simulated leather box with an old golf print on the 
cover was used. Both of these packages proved to be 


TANTALUS AIDS FIRST SALE 
AND INSURES THE SECOND 


Many elaborate, ingenious and re-usable packages for 
wine have been developed by American wine producers 
in an effort to increase the sale of this beverage. Vint- 
ners have had to contend with the predilection of con- 
sumers for imported wines—many of whom falsely be- 
lieved that imported wines were the best—and with the 
competition presented by liquor manufacturers. Smart 
merchandising, including smart packaging, has been 
relied upon, in large measure, to increase the sales curve 
for wines. 

The Atlas Import and Export Corp. currently mer- 
chandises its wine in two cut-glass bottles sold as a unit 
in a tantalus. When delivered to the consumer, the 
bottles are sealed with cork closures and secondary vis- 
cose seals. The neck of each bottle is decorated with 
an attractive red bow of transparent cellulose. 

The two glass decanters fit into a chromium-finished 
metal stand and are held firmly in position by a chrom- 
ium cross bar which is equipped with a locking device. 
The small lock for the cross bar is chromium finished to 
match the metal stand. An attractive feature of the 
tantalus is the fact that the cross bar may fit into the 
carrying handle at a point above the bottles. This 
feature is provided so that the large glass stoppers— 








quite popular and were successful in stimulating sales. 

This year, a copper bowl was selected. The golf balls 
are packed in the metal bowl, overwrapped with trans- 
parent cellulose and tied with a decorative red ribbon 
to which is affixed a Christmas card. Each ball is 
wrapped in printed transparent cellulose, the design 
motif being a traditional green and red holly pattern. 
When the golf balls are removed from the bowl, the unit 
is converted into an ashtray. A cork center piece, 
provided to complete the ashtray, fits into the bowl, 
screws being provided for this purpose. 

The golf ensemble is sold in a two-piece corrugated 
container decorated with an encircling strip of gold 
metal foil. This band serves in a functional capacity, 
in addition to a decorative one. Once the foil band is 
broken, it cannot be re-sealed. This feature guarantees 
the purchaser a factory-fresh product and tends to 
eliminate pilfering in the store. The square shape of 
the corrugated unit holds the circular bowl and the 
accessory cork piece in a manner which would have been 
impossible had a round container been adopted, since 
the cork center piece fits snugly into one of the corners 
of the box. 

Credit: Copper ash bowl by Revere Copper & 
Brass Co. Transparent cellulose sheeting by E. I. du 
Pont de Nemours & Co., Inc. 


supplied with the ensemble—may be utilized in the 
home, instead of the cork closures, thus completing the 
glass decanter set. 

Credit: Glass stoppers and bottles by Owens-Illinois 
Glass Co. Tantalus by Sun Metal Co. Cork closures 


by Armstrong Cork Co. Viscose secondary seals by 
Celon Co. Labels by Crescent Label Co. 
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REPLACES DOUBLE WRAP 


The Christian Peper Tobacco Co. formerly marketed 
its product, Fifth Avenue Mixture, in a paper wrapper 
with a transparent cellulose overwrap. In an attempt 
to develop a more protective and more convenient 
package for the consumer, the company has now 
changed over to a new wrapper in which a single 
processed film replaces the two sheets formerly used. 

The base stock of the new wrapper is cellulose ace- 
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After some six years of constant manufacturing of 
table-tennis balls, the Harvard Table Tennis Co. 
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ata more perfect product than had previously been 
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improved package—radically different in quality and 
appearance from previous containers—would be es- 
sential for the introduction of the new product. Par- 
ticularly important among the requirements set for 
the new container was that it permit the dealer an 
opportunity to show the special features of the new 
ball without permitting the consumer to handle it. 

Adopted, therefore, were transparent cylindrical 
containers formed of lightweight acetate sheet stock. 
The edges of these tubes were turned to form a rounded 
rim, giving rigidity to the container and facilitating 
recapping. Removable, friction-fitting paperboard 
caps are used at each end of the container and are so 
constructed as to permit the unit to be stood upright 
for display purposes. Each cylinder has been labeled 
through the use of imitation gold foil applied by heat 
and pressure to the acetate sheet to produce a combina- 
tion embossed and debossed effect. 
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tate. This is first printed in reverse, pigmented aniline 
inks being utilized. A three-color design is used with 
red and blue for type and illustrations and a cream tone 
for the all-over opaque background. The sheet is then 
coated with a rubber-wax preparation which, it is 
claimed, gives the wrapper a high resistance to mois- 
ture-vapor transmission and thus aids in preserving 
the freshness and flavor of the tobacco by preventing 
moisture losses. The coating serves a secondary purpose 
in that it makes the sheet heat-sealable and thus facili- 
tates the assembly of the container. 

To merchandise the new container, the company has 
adopted an ingenious,display carton. The outer car- 
ton is so constructed and die-cut as to permit the dealer 
to readily break it into two separate display containers 
each holding six packages. Each half forms a tray with 
a low-cut front wall and a back panel rising above the 
packages to afford further display space. The display 
units may be utilized separately or may be arranged 
back to back for display at counter points where two- 
direction visibility is possible. For tobacconists work- 
ing in extremely limited areas, a third display carton, 
holding three packages, is shipped inside the larger 
carton, permitting a small unit presentation. 

Credit: Wrap printed and fabricated by The 
Menasha Products Co. 


STORIES 


Four cylinders, with a total content of 2 doz. balls, 
are shipped to dealers in a hinged-lid set-up box. To 
facilitate use in display, the inner surface of the tin lid 
has been decoratively printed. 

Credit: Cylinder containers designed and fabricated 
by the Transparent Co. of America. Acetate sheet 
material supplied by the Eastman Kodak Co. Set-up 
display box by Paris Paper Box Co. 





he new Munising Pak is a container designed for a 

field where packages have been virtually unknown 

previously. The package was designed to reduce 
waste for the consumer, to aid the printer in selling and 
to reduce his cost on small orders and to help the mill 
sell its brands of paper. 

And the whole idea started when it was discovered 
that the largest number of purchases of bond paper are 
for 1000 letterheads—with 5000, 500 and 2500 being the 
next most frequent quantities ordered. 

The company had conducted a basic market research 
to determine buyers’ needs, methods of buying trends 
and to find out the requirements for bond paper—the 
type of printed material for which bond paper was most 
frequently used. 

It was discovered, in studying the facts gathered, that 
there are a large number of orders for letterheads and 
forms for 1000 quantities; small orders which are diffi- 
cult to print profitably. It became evident that one 
reason for the high cost was due to the old practice in 
the paper industry of wrapping and packing paper in 
large sheets which produced units of 12,000 and 48,000 
letterheads, whereas the actual, buying of letterheads 
was in units of 1000, 5000 and multiples of 5000. And 
additional reasons for making it difficult to get a profit 
on these small orders were uncovered—especially the 
large amount of handling, counting, cutting, packing 
and shipping. 

Could anything be done about it? The search for an 
answer was carried on to the consumer, the people who 


or printers 


New pre-cut letterhead package bene- 
fits consumer, printer, jobber and mill 


buy letterheads and use them in their offices. Visits to 
numerous stockrooms revealed some startling facts: the 
average wastage of stationery is close to 20 per cent, 
wastage caused by spoilage, dust, rumpling, etc. The 
figures were almost unbelievable but the facts supported 
the conclusions. When letterheads come in from the 
printer they are usually neatly wrapped. However, to 
open such packages means tearing the wrapper and 
most people tear the wrap so as to leave a ragged edge 
that exposes the contents to dirt, dust and rumpling. 
Often the last 5 to 15 sheets are thrown away because 
they tend to become a nuisance and make the shelves 
look untidy. 

One step further carried the investigation to the paper 
jobber. Yes, he often had orders for broken reams. 
The printer had a habit of buying just enough paper for 
each job. Whenever he had orders for 5000 letterheads 
(or other amounts) he bought just enough paper to fill 
the order. For the jobber, that meant breaking the 
mill package and counting out extra sheets—a costly 
process taking a lot of valuable time and making han- 
dling difficult. 

These facts crystallized the whole problem as one 
demanding the development of a package with the 
following features. 

For the consumer: Create a package that will be 
good looking, open easily so that the stenographer 
and stockroom clerk can get at the contents easily 
and leave the balance protected against both dust 
and spoilage. (Continued on page 96) 
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Our best customers are impatient. That's why they come to us. They demand speedy produc- 
tion. And we agree with them: Patience is a vice when you're dealing with quick-changing 
markets. Burt’s development of our own rapid-fire box-making equipment for the automatic 
production of small, round and window boxes assures them of on-time deliveries. Our large 
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Central location allows overnight deliveries to many point in the South and Middle West 


Every facility for the creation and production of boxes is to be found in the streamlined Burt 
organization. A unique design service and an excellent merchandising advisory board are 


available to every Burt customer 


F. N. Rurt Company, Ine. 


500-540 SENECA STREET, BUFFALS, OM. Y. 


NEW YORK CITY PHILADELPHIA NEW ENGLAND 
630 Filth Avenue A.B. Hebeler A.B. Bacon SPRINGFIELD 
Poon 16k P.O. Box 6308 BOSTON P.O. Box 214 
W. Morket St. Sto 120 Boylston St Highland Station 
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As Glass Packaging Headquar- 
ters, Armstrong invites you to take 
full advantage of its laboratory and 
engineering facilities as well as its 
Package Merchandising Depart- 
ment. Give your package the sales- 
engineered features available 
through these services. For com- 
plete details, write Armstrong Cork 
Company, Glass and Clo- 
sure Division, 916 Arch St., 
Lancaster, Pennsylvania. 


Select a modern, durable glass 
container for your product 
from Armstrong’s complete 
line of quality glassware. Here’s 
the first step in packaging 
for profit. Here’s the way to 
put your product out in the 
front for consumer preference. 





STEP 2 


Seal in flavor and quality of 
product with a_ sure-sealing 
closure from Armstrong’s com- 
plete line of corks, metal caps, 
and Artmold (molded plastic) 
caps. Available in a _ wide 
range of colors and designs. 





STEP 3 


Top off your package with a 
““Cel-O-Seal”’ band. These trim, 
secondary closures assure 
shelf-appeal and tamper-proof 
ness protecting your product 
and winning consumer con- 
fidence. Your name can be 
impregnated right in the band. 
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- PUTS YOUR PRODUCTS IN MORE HOMES 
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New ways of using wadding 


LIONEL | 
TRAINS | 


LIONEL | 





I. Blankets of cellulose wadding with an outer face of paper 
provide protection against abrasion and damage against transit 
shocks for Lionel Trains. 2. Zenith Radio cabinets are pre- 
served by wadding pads from press markings from corrugated 
walls of shipping containers. <%B. Absorbent, resilient blankets 
for liquid packages are required nowadays for compliance with 


parcel post regulations. Photos courtesy Kimberly-Clark Corp. 


An old material is finding new appli- 
cations as a decorative-package pad 


he first important use of cellulose wadding for in- 

terior protection packing was in the metal bed 

and furniture industry in the year 1924. Up to 

that time the use of the product had been confined to 
hospital wadding purposes and to sanitary products. 

This event was something of a shock to many packing 
engineers of that day because of the apparent high cost 
of this new material compared to conventional low-cost 
packing materials available. But it quickly proved its 
practicality by doing a sound protective job for a deli- 
cate metal finish that had been causing many a head- 
ache to the shippers. Since then the uses of cellulose 
wadding have grown phenomenally. 

The infant radio cabinet industry in 1926 gave this 
new type interior packing its first real impetus. Then 
came the refrigerator cabinet industry to give it another 
big push. Today all leading makers of both products 
use some cellulose wadding for packing protection. 

The functions of all interior protection packing de- 
signs and materials, for use in the prevention of transit 
damage, may be stated generally as: 


1. Absorbing shocks transmitted to the product 
either from external blows received by the con- 
tainer or by concussion with each other when 
several products are packed in the container. 

2. Absorbing continuous vibration to which all con- 
tainers are subject in transit and which would 
be transmitted directly, with damaging effect, 
to the finish of the packed product. 
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@ Entire cover of Eastman Acetate 
Sheet — provides complete visibility, 
complete protection; rim of gold is 
printed directly on the sheet. PROD- 
UCT: “Lucretia Vanderbilt Toiletries," 
McKesson & Robbins, Inc., Bridgeport, 
Conn. PACKAGE: F. N. Burt Company, 
Inc., Buffalo, N. Y. 


Cf CUSTOMER SMILEs ... the register 
rings...another sale is made. What 
did it? Good merchandise—correctly 
priced and attractively packaged. 

The packaging part is important... 
more important today than ever before. 
And many of the most successful pack- 
ages now in use are moving rapidly over 
counters because they are made with 
Eastman Acetate Sheet. 

This versatile, durable material fits 
into almost any package design. The 
transparent type can be made into 
rigid, crystal-clear containers that show 
every detail of the merchandise to best 
advantage. Or it can be combined with 
cardboard, wood, molded plastics, or 
other materials, to give just the desired 
visibility. Translucent matte-surface 
and colored types are available for 
use when special effects are desired. 


Such smart and serviceable packages 
present any product at its best. Every 
day, in thousands of stores, they are 
proving their ability to increase sales. 
If you are not using Eastman Acetate 
Sheet in your packages, write us for 
specific information and working sam- 
ples.... Eastman Kodak Co., Chem- 
ical Sales Division, Rochester, N. Y. 


Specifications and Fabrication Data 


Eastman Acetate Sheet is available in rolls up to 
40” in width and any convenient length, and in 
standard- and cut-to-size sheets. Transparent 
type is furnished in 7 thicknesses, from .003” to 
.020”; matte-surface (translucent) type in .003”, 
005", .0075”", and .010”; colored (translucent) 
type in a wide range of lightfast pastel shades. 
All three types of Eastman Acetate Sheet can be 
scored, folded, pleated, fluted ... take printing 
inks without wrinkling . . . can be sewed, crimped, 
stapled ... cement with an unyielding bond... 
do not crack or shatter. The transparent type 
can also be molded and drawn. 


ATTRACTS 
PROTECTS ¢ SELLS 


EASTMAN ACETATE SHEET 











3. Absorbing liquids from broken bottles or from 
leaking closures. 


Just as there is a wide range of types of shipping con- 
tainers to choose from, so there is a wide range of types 
of interior packing materials available to the packing 
engineer. The same general rules apply in the selection 
and design of interior packing as apply in the selection 
of the type of shipping container. Simply stated, the 
material that will best perform the product protection 
function at the lowest cost is the obvious material to 
use. It is equally obvious that the matter of perform- 
ance comes first in importance—cost second. All 
types of interior packing—from the corrugated paper 
air pad to the excelsior pad—from loose excelsior and 
shredded paper to the soft waddings, cotton and more 
recently cellulose wadding—all have their logical and 
accepted places in the picture. 

This article is concerned, however, with the uses of 
cellulose wadding as interior packing. In some cases 
it is used as a contact pad, in conjunction with rigid 
interior packing, for facing of corrugated pads or wood 
bracing members of wooden containers. In other cases 
it is applied in sheet form to cover wide areas of finished 
surface as a cushion protection from direct contact with 
the walls of corrugated or fibre containers. In still 
others, particularly in the packing of small articles of a 
fragile nature or in parcel post packing of liquids, it is 
used in thick blankets to completely swathe the product 
in a resilient cushion. 

Used as a buffer between product finish and side or 
member of the packing container, cellulose wadding 
provides the four essentials of an interior packing pro- 
tection material: 


1. Cushion to equalize the irregularities of the two 
opposing surfaces, thus eliminating ‘“‘press 
marking.” 

2. Reduction of surface “burning,” through absorp- 
tion within the padding of vibration in transit. 

3. Surface smoothness that increases with pressure, 
thus further reducing hazard of “burning.” 

4. Conformability to surface which prevents cinders 
or gritty substances from becoming imbedded 
between finish and container wall. 


The Lionel Corp. adopted cellulose wadding with an 
outer paper facing as a protection of the delicate and 
complex finished surfaces of its electric toy locomotives 
and cars. Each item is wrapped in a cut pad of wad- 
ding prior to insertion in a folding carton. The wad- 
ding thus prevents scuffing and scoring during ship- 
ment, during the season of the year when the roughest 
handling for merchandise may be anticipated. 

The Angier Chemical Co. uses wadding in blanket 
form, in combination with corrugated board and folding 
cartons, to achieve a shipping container complying with 
parcel post regulations for its liquid products. 

Through the use of large cellulose wadding sheets the 
Zenith Radio Corp.—and many another radio manu- 
facturer—have found it possible to ship in corrugated 




















4. Cellulose wadding pads at contact points serve to protect 
white enamel and porcelain finishes on radiators, refrigerator 
cabinets and other appliances shipped in open wooden crates. 


>. Department stores and specialty shops achieve substantial 
protection against breakage to bric-a-brac, etc., without the 
objectionable mess and poor appearance which resulted in 
earlier years with some of the previously available materials. 


containers at fairly lower cost than if the formerly 
standardized wooden crate had to be used. 

Cellulose wadding is now recommended and specified 
in packing regulations of various authoritative regula- 
tions and literature along with or in preference to many 
of the older and once more common forms of interior 
packing materials. (See such literature as the Packing 
Bulletins of Freight Container Bureau of the Assn. of 
American Railroads; Postal Laws and Regulations 
covering acceptance of Liquids and Fragile Articles 
for Parcel Post Shipment; ‘Modern Export Packing,” 
published by the U.S. Department of Commerce, etc.) 
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Notes on Efficient Carding 
for Open Display 


1. Time is the most important single factor 
in carding costs. many 
manufacturers who formerly used thread, 
glue, elastic bands, or other materials re- 


For this reason, 


quiring slow hand methods have found that 
wire stapling machines consistently and 
quickly One manufacturer 
estimates a saving of $2,000 per year di- 


lower costs. 
rectly attributed to stapling fishing tackle 
to a card instead of sewing it by hand. 


2. Choose the carding method that provides 
the greatest number of merchandising advan- 
tages. Thinking along this line, 
manufacturers have concluded that wire 
stapling gives them most for their money: 
(1) protects against pilfering and rough 
handling on the counter, (2) allows room for 
prominent selling message or complete in- 
structions, (3) provides an easy method of 
advertising other items, displaying related 
products, 


many 


or combining multiple parts of 
one product into a complete and convenient 


unit of sale. 











2 to 


4 Times Expected Production 


The manufacturer who switched to staples 
in fastening the Bugle Boy musical instru- 
ment to a card, found that one worker could 
staple 600-1200 per hour—two to four times 
as fast as Bostitch claimed it could be done. 





3. Choose the method that is most adaptable. 
Fragile glass containers, heavy wrenches, 
products irregularly shaped or irregularly 
placed on cards—for all of them a stapling 
machine can be provided, engineered for the 
best results. One manufacturer of this 
type of equipment offers 18 Research Engi- 
neers, together with 300 spec a repre- 
sentatives in more than 100 U. S. and Cana- 
dian cities, to adapt the stapling method to 
specific requirements. 


4. Buy stapling machines on economical, 
planned basis. This same ananufacturer, 
Bostitch, in East Greenwich, R. I., with the 
most complete line of stapling machines on 
the market (nearly 800) offers exactly the 
right equipment for present needs, then will 
trade this in for larger, faster equipment as 
This firm permits 
installation on rental or budget basis. For 
further information, Bostitch, 56 
Division Street, mR. i. 


your production grows. 


write 
East Greenwich, 


Advertisement 




















































This little pocket 
stapler gave me 


3 BIG IDEAS 


on revolutionizing 
my carding method 


It was a Bostitch B-8 stapler that started me thinking. If a 
little paper-fastener can be so efficient, why couldn’t the same 
stapling principle be used in carding our product, too! 


“BOSTITCHING IS SECURE” 
There'll be much less danger of our product 


I thought to myself. 


getting torn loose by rough handling, or pilfered 


off the counter. 


“BOSTITCHING IS NEAT” was my second thought. 
Staples will interfere less with the printed mes- 
sage. In addition, they’re more adaptable to 


special jobs like 3-dimensional displays. 


IS FAST AND ECONOMICAL” I 


discovered when I investigated Bostitch stap- 


“BOSTITCHING 


ling machines. For me, at least, it is much more 


economical than glue, tape, thread, or any other 


fastening method. 


a 
MAY HAVE AN IDEA FOR YOU.  Bostitching is using the right stap- 


ling, stitching or tacking machine and the exact size and kind of staple 
to get the most efficient fastening results. Our free folder may start you 


on a cost-saving short-cut to carding efficiency. Don’t miss it—write to- 
day! Bostitch, 56 Division Street, East Greenwich, R. I., Bostitch-Canada, 
Ltd., Montreal. 





SEND FOR FREE FOLDER 
“BOSTITCH FASTENS IT BETTER 
WITH WIRE’’... WRITE TODAY! 
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GIVES YOU ALL THREE 
IN ONE FASTENING METHOD 

















Left: Fourteen standard shelf pack- 
ages of Durkee spices and specialties, 
four recipe booklets and a salad fork 
and spoon are all found within the 
glistening 9-in., blue glass salad bowl 
which forms the key feature of the 
Durkee Christmas offering. Below: 
The various packages are nested in 
shredded cellulose and the whole over- 


wrapped in transparent sheeting. 


Salad bowls for salad “makings” 


Durkee adopts a logical re-use 
container for its holiday gift set 








he line of demarcation between gift and staple mer- 

chandise virtually disappeared during the 1940 

Christmas gift season. This trend, which has been 
long noticeable, reached a high point in the effort—the 
very successful effort—of Durkee Famous Foods in 
selling an assortment of standard spice shelf packages 
as holiday merchandise. Many manufacturers, even in 
the spice field, have found it possible to merchandise 
specially packaged rarities (see article, page 32), but 
the individual Durkee packages are the same ones which 
sell over store counters every day in the year and which 
are used in the ordinary routine of cooking in thousands 
upon thousands of kitchens. 

The conversion device, which transformed these 
packages into a gift assortment, was a colorful 9-in. 
blue glass salad bowl with chromium-plated base into 
which were heaped 14 different spices and specialties 
nested in shredded cellulose and accompanied by a 
salad spoon and fork of chromium plate with wood 
handles. Four of Durkee’s recipe booklets were in- 
cluded in the assortment and the whole was wrapped in 
a large sheet of glistening transparent cellulose. 

Although the company has, in the past, entered the 
Christmas gift field to a limited degree, the recent as- 


sortment was reported to be the most successful the 
organization has ever attempted. 

Credit: Bowl supplied by Universal Electric Log Co. 
Transparent cellulose sheeting by E. I. du Pont de 
Nemours & Co., Inc. 
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It has never been the policy of CCS 
to wait for packers to make their 
sealing problems known. 


By maintaining a large staff of Re- 
search Technicians, we anticipate the 
packer’s needs—as evidenced by our 
development of SEVEN important 
sealing improvements: The Deep 
Hook Thread, the VPO Cap, Slip 
Rubber Rings, the Orolac Liner, 
Plastic Liners, the Short Friction 
Catsup Cover Cap, and the Vent Cap. 


These seven CROWN “exclusives” 
not only make for more efficient and 
economical sealing but they also aid 
in making glass packed products 
more acceptable to consumers. 


Complete information regarding how 
CROWN Closures will meet your 
needs sent promptly upon request. 


CROWN CORK & SEAL CO., BALTIMORE, MD. 


World’s Largest Makers of Closures 
for Glass Containers 


ATTENDING THE CANNERS SHOW IN 
CHICAGO? Then be sure to visit us at Booth 
No. 50, Machinery Hall,and Reception Room 
No. 664, Stevens Hotel. 
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Selling fun with clothespins 


New merchandising idea rings up 70 per cent sales 
increase over competing packages at point of sale 











he Spencer Wood Products Co. has for some years 

utilized lock top and bottom cartons for its product, 

clothespins. The cartons were attractively de- 
signed and had no obvious drawbacks. Yet, in survey- 
ing its sales situation, the company realized that noth- 
ing in the package served to distinguish its product from 
competitive items. This being true, chains and super- 
markets—which were the principal outlet for the prod- 
uct—showed a tendency to buy on price alone, a condi- 
tion which the company heartily deplored. 

To create a demand for “Spencer’’ clothespins 
rather than just clothespins—and to do this inexpen- 
sively—a new package was developed built around a 
newly created character aptly named “Spence” and de- 
signed as a focus around which a series of child-appeal 
ideas could be developed. Side, back and top and bot- 
tom faces of the new cartons were all redesigned with il- 
lustrations of toys which could be made with the clothes- 
pins and games which could be played with them. An 
8-page pamphlet, describing how these games, dolls, 
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party favors, etc., can be made, was inserted into the 
package and described on the top panel of each box. 

While introducing these new features, the company 
took the opportunity to redesign the front panel of the 
container as well. Two small die-cut openings form a 
window through which the clothespins may be ex- 
amined and their finish actually felt. The two open- 
ings together form a rectangular panel across which is 
placed an illustration of a clothespin in full-size. 

The product in its new package was first tested in a 
group of super-markets, selling at the full retail price 
of 8 cents a package in competition with cut-price 
items running as low as 5 cents. The new container 
provided a 70 per cent sales increase in this first test. 
Subsequent reports from other markets served to indi- 
cate that this is not an isolated and freak example, but 
rather that the merchandising idea is sufficiently strong 
in its appeal to create a definite sales increase. 

Credit: Cartons designed and developed by The 
Richardson-Taylor-Globe Corp. 


ncaa In the background may be 
RAINY DAD 
seen the four faces of the 


40-pin carton. Note how 


all except the front face 
emphasize the secondary 
use of the product. In 
the foreground stands the 
shorter 30-pin carton. The 
drawings which form the 
central portion of each of 
the carton panels are here 
re-utilized on the some- 


what shorter container. 
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AND DRAWN of 


ETHOFOIL* meets fabricators’ needs for a rigid 
transparent sheeting that is easily drawn and 
beaded without embrittlement. Packages drawn 
of ETHOFOIL possess its original clear transparency 
and inherent flexibility. One-piece covers and 
bottoms drawn of ETHOFOIL are snug fitting and 
afford perfect visibility. ETHOFOIL is economical to 
fabricate by heat forming processes since its 
ductility and toughness act to eliminate rejects 
and to speed up production. 


Somerville Ltd. was commissioned by 
Edna Wallace Hopper Inc. to package 
these ready-to-use rationed servings 
of facial cream. They chose Ethofoil to 
fabricate the two-piece transparent 
package illustrated above. The design 
for this particular package called for 
a ductile plastic sheeting that could be 
easily drawn and effectively printed. 


ETHOFOIL drawn packages do not become brittle 
with age or discolored by light. They are not dis- 
torted by storage in warm places and do not 
crack or break at low temperatures or in dry 
atmospheres. 


ETHOFOIL is freely adaptable to rigid packaging 
requirements. It is available in thicknesses up to 
0.020” in clear transparent sheets or rolls. For 
more complete information write the Cellulose 
Products Division of 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 


*Trade Mark Reg. U.S. Pat, Off. 





DOW. 














Hinged-lid set-up boxes 
finished with fancy paper 
and equipped with ribbon- 
tabbed trays serve to in- 
crease the desirability of 
cigarettes for gift-giving 
occasions. The containers 
may be utilized as perma- 
nent cigarette storage 
units in the home or they 
may be utilized as general 
utility containers after the 
cigarettes have been used. 


Net-up boxes for home re-use 


he firm of Benson & Hedges is one of the older 
organizations in the tobacco field. It has consis- 
tently—year after year—introduced gift packages 
during the month of December in order to increase sales 
of cigarettes as gift items. The 1940 crop of gift pack- 
ages does not, however, sell only during the Christmas 
holiday. They are so designed as to be suitable for all 
year sale, either as gifts or as staple merchandise for a 
purchaser's personal use. 
Set-up boxes are utilized for a number of brands of 
cigarettes—Debs, Virginia Rounds and Benson & 
Hedges Varieties. Debs and Virginia Rounds are mer- 


Simulated leather containers hold a selection of Ben- 
son & Hedges cigarettes ina compact manner. The 
base is filled with ten packages of cigarettes as well 
as a container of fifty cigarettes. Polished metal 
hinges are utilized. Note the plastic lift handle in- 
corporated on the lid of the gift container to the left. 


Benson & Hedges achieve sales appeal plus long- 
life in re-use by planning for structural quality 


chandised in hinged-lid set-up boxes equipped with a 
tray into which cigarettes are packed. When the tray 
is lifted out, by means of ribbon tabs, eight regular 
sales packages are found nested in the base. The outer 
surfaces of the containers are in no way marred by ad- 
vertising messages, thus making the units desirable for 
home use as permanent storage containers for cigarettes. 
The inner surfaces of the lids, however, bear the product 
and company name. 

Debs are merchandised in a box finished with a red 


embossed paper with white trim, the inner surface of 


the lid being finished in white (Continued on page 94) 
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Irs easy enough to make a picture 
that shows good looking, stoutly built, properly 
designed containers; for Crown's customer 
list is a cross section of some of the most 
representative firms in American Business. 


But no photograph can give you a complete 
picture of the behind-the-scenes activities 
that have contributed so largely to Crown 
Can’'s rapid growth. 





WHAT VOU DONT SEE COUNTS 700°" 


Quality control at Crown Can is based on 
a firm foundation of the most modern can 
making machinery, operating under the 
supervision of a personnel in which each man 
is a qualified expert in his particular field. 


On the service side, the Company has built 
a reputation for speed and dependability 
that has been no small factor in bringing 
Crown Can to third place in four years. 


CROWN CAN COMPANY, PHILADELPHIA, PA. 


Division of Crown Cork and Seal Company 


BALTIMORE ST. LOUIS 
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Three significant new bills atecting packaging are to be introduced in the new 
Congress early this year. These bills propose government standardization of 
the size of packages for numerous food products, edible oils and canned Fruits and 
vegetables. The bills have been prepared by a Committee on Standardization of 
Packaged Goods at the National Conference on Weights and Measures, spon- 
sored by the National Bureau of Standards. The Chairman of the committee, 
whose report describing the bills is reprinted in its virtual entirety below, is 
Alex Pisciotta, Director of the Bureau of Weights and Measures of the City of 
New York. Further information on these proposed bills and their progress in the 
legislative chambers will be presented by Modern Packaging in subsequent issues. 





s a result of the report submitted by The Na- 
tional Conference Committee on Standardiza- 
tion of Packaged Goods at the 29th National Con- 

ference on Weights and Measures last year, this com- 
mittee was continued and instructed to make further 
investigations on the question of the standardization of 
packaged goods. 

During the past year a great deal of progress has 
been made by your committee. As had been expressed 
by the conference last year, conferences were held with 
members of the interested industries. 

We are very happy to report, as a result of our sit- 
ting down and discussing this problem with members 
of the industries, that a certain amount of standardiza- 
tion by voluntary agreement has been accomplished 
by a number of packers, manufacturers and distribu- 
tors without the necessity of enactment of any laws. 

During the sessions of the New York State Weights 
and Measures Conference in New York City, in July 
1939, a meeting was held with a Committee of the Asso- 
ciation of Food Distributors. As a result of this con- 
ference, this committee, representing approximately 
21 packers of staple commodities within the metropoli- 
tan area of New York who distribute their products 
throughout the entire country, agreed to pack dry 
commodities put up by them in standard capacity 
weights as recommended by our committee and to 
discontinue the use of odd-size containers. This con- 
ference was arranged after laboratory tests covering a 
period of over two months were made by your chair- 
man and by the packers themselves. The purpose of 
these laboratory tests was to ascertain the possible 
shrinkage in each respective commodity. 


Cooperation by The Industry 


In addition to this conference other meetings were held 
with other representatives of the packing industry and 
from time to time individual manufacturers and pack- 
ers were in communication with your chairman. 

I will briefly quote from some of the correspondence 
which we have received from manufacturers showing 
their willingness to cooperate in our attempt to stand- 
ardize packages of these commodities. A letter from 
Mr. A. R. Simpson, Manager of the Tea Department of 
Standard Brands, dated May 8, 1940, says: “This 
is to confirm the information given you by our Mr. 
Fruchterman when he saw you last week to the effect 
that it is our intention to adopt 8-0z. and 4-0z. pack- 
ages of our Tender Leaf Tea... we want you to know 
that we are definitely planning to do so as soon as our 
present stock of packing materials is used and the neces- 
sary changes in our machinery made.” 

A letter dated August 15, 1939, from Mr. Percy R. 
Iseman of Seeman Bros. advising that the following 
firms who are packers of staple commodities, namely, 
R.C. Williams & Co., Frances N. Leggett, Seeman Bros. 
Inc., Graham Co., Albert Ehlers Co., George Dudman 
Co., Southern Rice Sales Co., and Great Atlantic and 
Pacific Tea Co., would cooperate states: “All of these 
companies are packers of dried beans, peas and rice 
and they are discontinuing the odd-size packages just 
as fast as their present stock of containers is used up. 
All new containers will be for 16 0z. or even fractions 
of the pound.” He further says: “As to other com- 
modities, speaking for Seeman Bros., it is our intention 
as fast as new cartons are issued, to pack the cereal 
products in even-size packages.” 
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Gardner-Richardson’s new, 


exclusive coating process 


makes finer carton quality possible —at no extra cost 


hat was an eye-opening announce- 

ment . . . Coated Lithwite cartons 
for the same price as uncoated 
Lithwite! No wonder carton buyers 
could hardly believe it, for it pointed 
the way to greater carton economies 
or better-looking cartons for the 
same money. 


This fine, economical Coated Lith- 
wite is different from any other 
board. It is made in one contin- 
uous operation—on one machine. 
The precision-engineered surface is 
coated to a velvet-like smoothness 


the GARDNER- RICHARDSON c.. 


Manvfacturers of Folding Cartons and Boxboard 


Sales Representatives in Principal Cities: PHILADELPHIA «+ 


JANUARY ce 1941 a7 


—holding the color and sparkle of 
inks, giving cartons greater brilliance 
on the shelf. Coated Lithwite takes 
solid tints or 120-line screen half- 
tones crisply—clean. Seals perfect- 
ly, too, in high speed automatic 
filling and sealing machines. 


Certainly you will want to investi- 
gate this revolutionary new coated 
boxboard development. Write for 
samples of Coated Lithwite today. 
Or better still, take advantage of 
our convincing “Side-by-Side” offer. 


MIDDLETOWN, OHIO 


CLEVELAND + CHICAGO « ST. LOUIS *+ NEW YORK 





Make this 
"Side-by-Side test” 


Send us a set of your original 
carton engravings. We'll prove 
them on Coated Lithwite ... so 
you can make a side-by-side 
comparison with the cartons you 
are now using, and see for 
yourself the possibilities of this 
sensational new board. 





BOSTON «+ PITTSBURGH «+ DETROIT 











Cubic No. of 
Size Capacity Products 
211 x 304 (G.S.) 13.48 28 
*211 x 300 12.34 1 
201 x 411 (G.S.) 25.99 15 
*211 x 600 26.47 1 
*301 x 400 21.93 1 
211 x 400 (G.S.) 17.05 25 
“S07 x 214 19.17 1 
303 x 406 (G.S.) 26.31 16 
*307 x 400 27.63 2 
*300 x 411 24.99 1 
307 x 409 (G.S.) 32.00 40 
*300 x 509 30.17 3 
*303 x 509 34.11 3 
401 x 411 (GS.) 46.45 32 
*307 x 704 52.62 1 
202 x 308 9.42 3 
"2il < 206 9.15 1 
202 x 214 7.63 1 
"211 x: 200 7.18 4 
202 x 204 5.45 Mushrooms 1] 
2lI x< 214 1]..59 1 
"211 K 212 11.12 l 
211 x 414 21.28 Z 
*300 x 400 21.11 l 
307 x 512 40.95 3 
*307 x 506 38.30 l 
"soz < S10 40.28 2 
301 x 411 (G.S.) 25.99 15 
303 x 406 (G.S.) 26.31 16 
*303 x 407 (G.S.) 23:71 12 





CHART I 
SUBSTITUTION OF SOME SPECIAL SIZES FOR GENERAL SIZES 


SUBSTITUTION OF SOME SPECIAL SIZES FOR OTHER SPECIAL SIZES 


Fruits now packed in 300 x 407 will be packed in 301 x 411, vegetables in 303 x 406, eliminating general size 300 « 407. 


Nature of Products 


13 Vegetables; 15 fruits 
Tomato Sauce 

4 Vegetables; 11 fruits 
Olives 

Pineapple 

22 Vegetables; 3 fruits 
Baked beans 

13 Vegetables; 3 fruits 
String beans, Baked beans 
Pimentos 

22 Vegetables; 18 fruits 
Baked Beans, Spaghetti, 
Vegetable Soup 

16 Fruits; 16 vegetables 
Olives 





Peas, Tomato Sauce, Tomato Paste 
Cranberries 


Baby Food 
\ Baked Beans, Pimentos, 
/ Vegetable Soup, Olives 


Baby Food 
Mushrooms 


Fruit Salad & Cocktail, Pineapple 

Mushrooms 

Oven-Baked Beans, Kidney Beans, Vegetable Soup 
Pineapple 


Baked Beans, Mushrooms 


4 Vegetables, 11 fruits 
13 Vegetables, 3 fruits 
8 Vegetables, 4 fruits 








This chart indicates how special sizes of cans would be eliminated by the new bills, placing as 
many of the special sizes as possible into the general size classification, since most fruits and 


vegetables are now packed in these general sizes. 


Nine special sizes are eliminated by substitut- 


ing the general size. Seven more special sizes are eliminated by suggesting their being packed in 
one of the special sizes that remained. The asterisk indicates the size eliminated and G.S. indi- 


cates a general size. 


Several conferences were held with representatives 
of the canning industry and also with Mr. Carlos 
Campbell, Director of the Division of Statistics of the 
National Canners Assn., and Dr. F. F. Fitzgerald, 
Director of Research of the American Can Co., repre- 
sentative of the Can Manufacturers Institute. Both 
of these gentlemen appeared before our conference 
last year and submitted interesting papers on the 
subject and participated in the general discussion. 
Mr. Tourtellot of American Can Co. was frequently 
consulted. We therefore advise this conference that 
the wishes of its members were carried out. We sat 
down with the industry and discussed this problem. 
We made very extensive investigations and a great deal 
of research work was done. 
fronting the manufacturer were considered and care- 
fully studied. At the same time an endeavor was 


All sorts of problems con- 





made to accomplish what we originally set out to do. 

Under date of April 15, 1940, a proposed bill incor- 
porating the standardization of all food commodities, 
namely, dry foods, fruits and vegetables and their juices, 
edible oils, syrups, honey and molasses, were incorpo- 
rated in one bill. 
discussion, criticism and suggestions. Approximately 
200 copies were distributed to members of consumer 


This was sent out as a feeler to arouse 


groups, manufacturers of all sorts of commodities, 
containers and packages, weights and measures of- 
ficials, members of this committee and the Legislative 
Committee of this conference and the Consumers’ 
Counsel of the Department of Agriculture as well as 
to all persons who we thought would be interested in 
this particular subject. 

The response was beyond expectation. We never 
realized the great interest that this subject had aroused, 
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CHART II 
GENERAL SIZES 
Cubic Total Number of Commodi- 
Size Capacity ties Packed in This Size 

21l x 304 13.48 28 

211 x 400 17.05 25 
*300 x 407 23.71 12 

301 x 411 25.99 is 

303 x 406 26.31 16 

307 x 409 32.00 40 

401 x 411 46.45 32 

603 x 700 176.71 49 

SPECIAL SIZES Nature of Commodity 

*202 x 204 5.45 1 Mushrooms 

202 x 308 9.42 3 Peas, Tomato Sauce, Tomato Paste 

202 x 214 7.63 1 Baby Food 
*211 x 200 7.18 4 Baked Beans, Pimentos, Vegetable Soup, Olives 
“ail < 206 9.35 1 Cranberries 
“aul. X 212 Rb. 2 l Mushrooms 

211 x 214 11.59 l Baby Food 
*211 x 300 12.34 1 Tomato Sauce 

211 x 414 21.28 2 Fruit Salad & Cocktail, Pineapple 
*211 x 600 26.47 1 Olives 

300 x 108 S.59 1 Pimentos 

300 x 206 Lg We 4 1 Pimentos 
*300 x 400 an, Li 1 Mushrooms 
*300 x 411 24.99 1 Pimentos 
*300 x 509 30.17 3 Baked Beans, Spaghetti, Vegetable Soup 
*301 x 400 21.93 1 Pineapple 
*303 x 509 34.11 3 Baked Beans, Spaghetti, Vegetable Soup 
307 x 203 13-21 1 Pineapple 
*307 x 214 19.17 l Baked Beans 

307 x 306 22.90 5 Beets, Carrots, Corn, Peas, Peas & Carrots 
*307 x 400 27.63 2 String Beans, Baked Beans 
*307 x 506 38.30 1 Pineapple 
*307 x 510 40.28 a Baked Beans, Mushrooms 

307 X S12 40.95 = Oven-Baked Beans, Kidney Beans, Vegetable Soup 
307 «x 604 44.99 l Asparagus 
*307 x 704 52.62 1 Olives 

401 x 207.5 22.07 1 Pineapple 

404 x 307 37.19 2 Beets, Sweet Potatoes 

404 x 700 80.54 4 Kidney Beans, Baked Beans, Vegetable Soup, Grapefruit 
502 x 510 92.09 2 Vegetable Soup, Grapefruit 

300 x 308 x 308 26.96 1 Asparagus 

300 x 308 x 604 50.68 1 Asparagus 








This chart indictes the sizes of cans for the packing of fruits and vegetables recommended to 
the industry by its Committee for Simplified Practice (fruit and vegetable juices excluded). 
The asterisk indicates the sizes recommended for elimination. 


especially among the consumer groups scattered 
throughout the country. The sending out of the first 
draft certainly accomplished its purpose. 

We will endeavor to explain the provisions of the 
three separate bills which we have prepared. You 
must bear in mind that the provisions of these bills 
are the result of examining very seriously and carefully 
the suggestions and criticisms, thoughts and ideas of 
all interested groups. It is very easy for us to say 
that we should cut down all cans to a minimum as was 
attempted in the present Somers bill but we must 


at the same time appreciate and consider the dif- 
ficulties and problems of the canning and packing in- 
dustries. This we have endeavored to do as will be 
explained to you as each bill is discussed. 


Proposed standard capacity act for dry and other 
food products: The standardization bill pertaining 
to dry foods and other commodities in containers of 
any description should not meet with much opposition 
from that industry. We say this advisedly because of 
our numerous conferences with (Continued on page 86) 
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INDUSTRIES THAT PROFIT FROM Ridgelo SERVICE. 











Meet the beautifying agent for packages—Ridgelo clay coated boxboard. It can turn them into 
glistening, lustrous forms, rich, leather-like beauties, or delicate, color-fast enclosures. Never before now could so 
much be done in making folding cartons distinguished and sales inviting. In Ridgelo both converter and designer 
find a flexible medium for expression at really low cost. If desired, cartons can match the patterns of other 
packaging units and give regular shapes to irregular jars, bottles, cans, and what-not. 

Perhaps you haven't kept up-to-date on the scope of Ridgelo clay coated—in unusual as well 
as every-day packaging development. Let your supplier show you samples or have us make them to your 


specifications—Remember, every good design deserves Ridgelo clay coated—all others need it. 
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Representatives: E. C. Collins, Baltimore * Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago °* H. B. Royce, Detroit 
Gordon Murphy and Norman A. Buist los Angeles ° A €. Kellogg, St Louis ° Philip Rudolph & Son, Inc., Philadelphia 









Herman’s was a little place down 


near the railroad tracks. Herman kept 
a neat stock, dressed a nice window, 
had a neon sign, set a good table, was 
polite to everybody, made coffee with 
electric percolators, paid his bills 
promptly, kept his radio turned down, 
used only real creamery butter, opened 
early and stayed late . . . but Success 
was passing him by. His Business 
Men’s Lunch was a knockout, but 
drew no business men. The smart 
younger set never dropped in. On 
Sunday afternoon, when the other 
two Delicatessen and Lunch places 
up the street had all their relatives 
working, and customers standing in 
rows, Herman read the funnies... 
The labels were fading on the 
cans, the smoked salmon getting 
strong, the mold climbing on the 
roquefort, and the landlord began to 
show up promptly on the morning of 
the first . . . It looked like curtains for 
Herman—up to the day when the 
beer truck stopped. The driver saw 
that Herman didn’t need no more 
beer, but he left a little book. 
Herman looked at the little book, 
and forgot his troubles. Just then a 
stranger came in and wanted change 
for a phone call. Herman laid down 


Einson-Freeman Co., Inc. 


the little book to make change, 
and the stranger picked it up. 
The stranger became so inter- 
ested in the book that he started 
to order things to keep Herman 
| busy until he could finish it— 
six bottles Rheingold, bread, 
cheese, tongue, chicken, tomato 
juice, tuna fish, crackers, cup- 
cakes, Flit and club soda—and 
forgot his phone call! He came back 
that night with two friends, for sand- 
wiches and the book. The friends came 
in next noontime with some friends 
to look at the book, and had the 
Business Men’s Lunch. And it’s been 
that way ever since with Herman, 
never a dull moment, business doing 
fine. Herman has even been asked to 
join the Business Men’s Ass’n. 

Have you ever been asked to join 
a Business Men’s Ass’n. . . .? 
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Wirn a lead like that, it almost 
seems a shame not to try to sell the 
little book, instead of just giving it 
away. Because this book is Really 
Something! It happened like this: 

Jinx Falkenburg, famous Holly- 
wood starlet, was picked as the eye 
appeal for a window display (Einson- 
Freeman, of course) ; and later picked 
by the advertiser as the ‘Rheingold 
Girl of 1940” to give oomph to the 
newspaper and outdoor advertising. 

The success of the Rheingold Girl 
suggested a successor; and Einson- 
Freeman suggested that the picking 


of the “Rheingold Girl of 1941” be 


Unusually Ingenious Lithographers 


UCCESS (ana Hows SEOLY- 


put up to the Rheingold dealers. Thus 
started the little book. 

Twenty-five of the best professional 
models in New York were photo- 
graphed in full color by Paul Hesse, 
in identical lighting, costume, pose, 
set. A page of this book was devoted 
to each girl, and a ballot provided. 
So some 30,000 Rheingold retailers 
became judges of a beauty contest! 

Few pieces of promotion have ever 
met such a reception, had so much 
multiple readership, been so prized; 
and focused so much dealer interest 
on a product and a forthcoming ad- 
vertising campaign. Down at Prince- 
ton, the boys picked a “‘Prom Queen” 
from the Rheingold book! 


Because so many of our friends in 
advertising have asked for a copy, 
we've re-run a special edition. Write 
for your copy of “Ballots for Beauty.’ 

Besides its value as a model guide, 


> 


a unique photographic experiment, 
an unusually effective dealer promo- 
tion, the Rheingold book represents 
four 
color, fine screen lithography, from 
plates 


a new production technique 


made from original color 
separation negatives; run four up to 
a sheet, once only through our new 
high speed, four color press, as eco- 
nomical as it is effective! 

And “Ballots for Beauty’ will 
remind you, we hope, that Einson- 
Freeman are not only producers of 
excellent lithography and unusual 
display material—but of ideas, as 
well . . . The telephone number is 
IR onsides 6-8900... 














STARR & BORDEN AVENUES, LONG ISLAND CITY, NEW YORK 
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ransparent 


ransparent display containers are nothing new. 

Nor is there any novelty in fine silverware chests as 

such. But the International Silver Co. has_re- 
cently placed into the hands of its dealers a display 
which combines both of these elements and which car- 
ries to a new high point a trend which the silverware 
industry has been following for some years. 

The designers of silverware chests have been showing 
an increasing recognition of the display functions of 
their containers—functions as important as, if not 
more important than, the after-use of the containers as 
Increasingly, these wooden 
chests have been designed to facilitate open display and 
in some instances rigid transparent sheeting has been 
incorporated in one way or another into the unit. 

The new chest, however, dispenses entirely with the 
use of wood (although the company will continue to 
utilize wood for many of its other sets). Of orthodox 
shape, it has a hinged lid and a tray which may be lifted 
out to disclose and give access to the lower layer of sil- 
ver. All three portions of the unit are fabricated of 
methyl methacrylate sheet, varying thicknesses having 
been used, but all being substantial enough to afford 
great. rigidity and permanence to the chest. The 


a home storage chest. 
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plastic display chest 


DOES PERLAW YS 





International Silver Co. pioneers a new form of 
de luxe display with heavy plastic box and tray 


crystal clear plastic not only permits the entire silver set 
to be seen but emphasizes its lustre. Compartments to 
divide stacks of silver are formed by transverse blocks. 
The straight-line cutting of these blocks emphasizes the 
clarity and light reflecting qualities of the plastic sheet. 
The removable tray is equipped with handles and con- 
tains compartments for eleven stacks of silver. The 
lower section has additional compartments, the usual 
individual knife racks and ample space for serving 
spoons and other large pieces. The only advertising 
identification appearing on the unit is found in the 
words “International Sterling” which are placed upon 
the curved lifting handle that appears on the front 
face of the cover. 

The reception of the display chest has been uniformly 
favorable. 
vides an admirable display which does not occupy too 
From the homemaker’s point 
of view, it provides a convenient——as well as beautiful 


From the dealer’s point of view, it pro- 
large a counter area. 


storage place for silver. 

Credit: Chest fabricated by Swedlow Aeroplastics 
Corp. Methyl methacrylate material supplied by 
Réhm & Haas Co. and E. I. du Pont de Nemours & 
Co., Ine. 











Fifteen miniature bot- 
tles in three tiers dis- 
play the entire line of 
the M. G. Shaw Com- 
pany’s wines on store 
counters. The easeled 
unit reaches the dealer 
in a corrugated sleeve 
and—wherever the law 
permits—the entire unit 
may be retailed as a 
consumer sampling kit. 


Miniatures for a mass display 


ow to exhibit 15 different kinds of wine without 

commandeering a lion’s share of the store’s avail- 

able display space was the problem confronting 

M. G. Shaw Co., Inc. The solution—which in retro- 

spect seems simple—hinged around the use of miniature 

bottles or “nips” and a specially constructed easel-type 
display box. 

The tiny containers—virtually exact duplications of 
full-size bottles—measure only 5!/2 in. high by 1'/ in. 
in diameter and hold 2 0z. each. Each is filled with a 
different one of the 15 wines imported by the Shaw Co. 
and labeled with a miniature duplicate of the standard 
size label for that brand. Tiny closure of the single- 
shell continuous thread type and miniature colored foil 
secondary caps are utilized. 

The display-shipping container consists of a corru- 
gated sleeve with a wood grain over-all pattern on its 
outer facing and a compartmented drawer, to the back 
of which an easel is attached. Each compartment or 
cell is equipped with a die-cut hole which locks the 
bottle top firmly into place and thus prevents spilling 


Tiny wine bottles nested in corrugated 
cells to facilitate shipping and handling 


of the containers when the unit is used as a display. In 
“nips” is not legal, 
the containers are inserted into the display unfilled and 


the unit, in such instances, serves only for display pur- 


states where the sale of miniature 


poses in windows or on counters. Where sale of small 
containers is permitted, the bottles are actually filled 
and all 15 of them sold as a unit as a means of sampling 
the varied types. Under both the above described 
conditions, the display is reported to have achieved im- 
measurable and satisfactory increase in the sale of large 
standard-size containers of Shaw wines and a very pro- 
nounced degree of dealer satisfaction has been evidenced 
as a result of the space-saving features of the unit, as 
contrasted with the space that would be required if an 
equal number of large bottles were to be placed before 
the consumer. 

Credit: Shipping display designed and manufactured 
by The Hinde & Dauch Paper Co. Miniature bottles 
and closures by Owens-Illinois Glass Co. Secondary 
shells by Rentschler & Sons. Labels by Rode & Brand. 
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Selling the dealer to sell the soup 





he popular conception of a restaurant’s soup opera- 

tions visualizes a gigantic and constantly stewing 

pot. But  restaurateurs—and particularly the 
operators of drug store soda fountains and luncheon- 
ettes—find this to be a most wasteful and undesirable 
way of serving soup. Constant heating of soup causes 
evaporation and condensation, reducing the quantity 
and changing the flavor. 

Taking advantage of the situation, the College Inn 
Food Products Co. has in recent months promoted to 
dealers a plan built around an appliance-display de- 
signed to permit the prompt heating and serving of 
canned soups to order. 

When the project was first suggested an extensive 
survey was conducted to find out just what size portion 
the average customer demanded. This survey revealed 
that the most satisfactory size serving of soup is about 
8 oz. With this thought in mind the Company de- 
veloped a can containing 7 to 8 oz. according to the 
product. An attractive new label was developed and 
then the problem of proper display was tackled. 


The College Inn soup dispen- 
ser is a lacquered metal unit 
holding 30 cans of soup. It 
is electrified and is accom- 
panied by hot cups which 
convert soup from cans to 


served plate in two minutes. 


College Inn back bar “‘soup-shop”’ in- 
sures permanent display of its products 


The result was a beautiful display rack and dis- 
penser designed for back bars or counters. It is 26'/, 
in. wide, 24'/. in. high and 7*/, in. deep. Its color is a 
brilliant morocco-red, with ivory top panel. It is 
equipped with two electric outlets, one on each side, 
for full size high-speed hot cups. It is wired to meet the 
requirements of the Underwriters Laboratories, and is 
furnished with one hot cup, or, at the option of the 
purchaser, with two. 

The unit is made entirely from metal and is stocked 
complete with 5-doz. assorted soups, with each can 
containing an individual portion. The high-speed hot 
cup units heat the soup in two minutes. 

Although placed upon the market for but a few 
months, several thousand have already achieved instal- 
lation and created a market for many thousands of cases 
of soup. Individual chains have installed as many as 
75 units and single stores have upped their sales from a 
few cases a month to well over a hundred cases. 

Credit: Display created and fabricated by Adver- 
tising Metal Display Co. 
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Thomas D. Richardson has adopted a compact, four-way 

cardboard counter display for its U-All-No Mints. It is 

shipped in a corrugated carton and when removed by the 
dealer, the unit holds 40 ten-cent transparent bags of mints of 
various types in four stacks. The merchandiser is helpful in 
securing distribution of all the types of mints made by the spon- 
soring company and it provides substantial visibility and con 
venience for the consumer. Designed and manufactured by 
Robert Gair Co., Inc. 


) A regular pocket tin and an aluminum foil pocket pouch of 
Gg Edgeworth pipe tobacco join forces to telling effect in the 

new Larus & Bros. display built around setter pups and a 
gentleman obviously happily smoking Edgeworth’s tobacco 
Designed and made, in full color, by Einson-Freeman Co., Inc 


e) Old Mr. Boston Dry Gin counter display, sponsored by 
; Ben-Burk, Inc., tells a quick story of the product’s manu- 

facture. Each of the 17 ingredients used in making the prod- 
uct is contained in a small glass vial, the vials resting in the two 
tier base which is molded of a thermoplastic composition board 
material. The photographic illustration is encircled by a frame 
which is gold foil covered and embossed to simulate a real frame. 
Lettering beneath the illustration is inlayed and embossed in 
white on a blue paper background. Vials by Kimble Glass Co 
Display manufactured by Chaspec Mfg. Co 


Equipment Co., are sold in units of four in attractive three- 
color counter display cartons. These ship compactly, open 
easily for display and show four Twinettes in individual 


| Twinette salt and pepper shakers, developed by Central 
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compartments. A photographic illustration of the Twinette, on 


the break-back display flap, shows the hinged metal spring covers 
which fit over each plastic shaker top. Bottles and closures by 
Owens-Illinois Glass Co. 
on 
! 


Carton by Morris Paper Mills. 


Pond’s lipsticks are displayed via this boxboard unit which 
° measures 8 in. in width, 6 in. in depth and stands 9 in. high. 

Five tubes of lipstick are inserted in die-cut recesses in a 
tray and may be viewed through an acetate sheet window in the 
slanting front face. The shade of lipstick is presented above each 
tube. The tray is removed from the rear of the display. Hence 
no lipsticks can be removed from the front and pilferage is, con- 
sequently, eliminated. Designed and produced by Oberly & 
Newell Lithograph Corp. 


@ The beauty of colorful carnations is enhanced in this spark- 
ling boutonniere display. Rods of cellulose nitrate plastic 
are cemented together to form the sturdy frame to which 

twelve individual containers of rigid transparent acetate are 

fixed. The rack, placed on the counter handy to consumers, 
emphasizes the rich color of the flowers. Each container bears 
the product name imprinted directly on the acetate material. 

Used by Sims of Hollywood, the rack and containers made by 

H. Pederson Manufacturing Co. Acetate sheeting by Plastics 

Division, Monsanto Chemical Co. 


™™ Made in a size suitable for showing in store windows or on 
counters, the new Miles Laboratories, Inc., One-A-Day 
Vitamin A and D tablet display simulates a blackboard on 
which, surrounded by rough chalk notations of the product’s 
quality and economy, appears the large product package being 
carried by a happy gentleman as pictured by artist George W. 
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French. Factual copy is set beneath the illustration and the 
whole design is lithographed in full color. Created and produced 
by The Forbes Lithograph Co. 


The new Roll-ee girdle, product of De Luxe Girdle Co., is 
being introduced in a package that befits the item’s modern- 
ity. A tube of glistening rigid transparent acetate, printed 
in a novel design, displays the fabric of the girdle. Caps of dif- 
ferent colors distinguish the girdle styles. A revolving wire rack, 
holding a mass of the packages, brings the products to the counter 
where they may be seen. Packages fabricated by National 
Transparent Box Co. Acetate sheeting by Plastics Division, 
Monsanto Chemical Co. Rack by Manhattan Wire Display Co. 


Phillips-Jones Corp. gift-merchandised its Van Heusen col- 
° lars via an easeled-back display card into which fitted a 
transparent acetate container holding a supply of collars. 
The box is designed with a separate compartment for men’s 
jewelry, a neat device for getting the cooperation of small haber- 
dashers or sales clerks to utilize the display. The container pro- 
vides a convenient storage unit for men’s collars through which 
the supply is visible at all times, while protecting the collars 
against dust and dirt. Container fabricated by Central States 
Paper & Bag Co. Acetate sheeting by Celluloid Corp. 


The Orange Crush Co. is currently supplying dealers with 
I) a display card which may be hung on a wall and upon 
which daily specialties may be written. The surface of the 
unit is laminated with a transparent cellulose, thus making the 
card receptive to writing and to erasing. Orange Crush gets its 
story over to the consumer by a colorful illustration at the bottom 


of the menu card. Produced by Arvey Corp. 
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ye and sales appeal were the qualities sought in 

creating a new package for Green River fishing 

lines, a soft, pliable, finished silk fly line which 
reached the market during the 1940 season. First the 
U.S. Line Co., sponsors of the product, planned to use 
a set-up box with a transparent window to protect the 
twelve coils of assorted diameter sizes, while permitting 
the consumer to view the line. As design work pro- 
gressed, however, the original window soon evolved into 
its present form of a Largemouthed Bass. A startling 
and eye-compelling effect was achieved at virtually no 
greater cost than would have been required for a plain 
rectangular window. 

The rectangular die-cut was replaced by one in the 
shape of a fish and the acetate window patch is printed 
in silver to further enhance the illustration. Thus by 
a simple device, an ordinary window box is converted 
into a central focus of any dealer’s display. That the 
idea was successful has been demonstrated by sales since 
the new product was first introduced in September, 
1940. First season volume has run in excess of 800,000 
yds., 20 per cent over pre-release esfimates. 

Two other products of the company have been offered 
in somewhat similar packages. For the new Tuf-Nut 
line, an ovoid transparent window is worked into a 
telescoping set-up box, once again permitting a clear 
view of the lines while protecting them from excessive 
handling and from dust. The package is enclosed in a 
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or Tishing fans 


Transparent-window set-up boxes present U. S. 
Line Co. products in enticing atmosphere 


throw-away sleeve which protects it in shipment and up 
to the point of counter display. 

A third container for the Westfield Nylon fishing line 
represents a redesign of an earlier package first marketed 
in 1939. The new package places two spools of line 
within an acetate band and the whole unit is then placed 
into a set-up paper drawer or tray. The acetate band 
protects the line while permitting full visibility for both 
line and spool. The company reports a sales increase, 
since the introduction of this line package, of more than 
75 per cent over the average of the past two seasons. 

Credit: Foil embossed labels supplied by the Stanley 
Mfg.Co. Boxes designed and produced by the Water- 
bury Paper Box Co. 
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Census 





preliminary summary of the census of retail trade 

conducted in conjunction with the 1939 general 

census of retail trade conducted in conjunction 
with the 1939 general census by the United States De- 
partment of Commerce, discloses much interesting data 
supporting the contention that significant retailing 
changes have occurred during the last decade requiring 
a new evaluation of former ideas on package design. 

Retail sales in the United States in 1939 fotaled in 
excess of $42,000,000,000, an increase of 28 per cent 
over the 1935 and only 13 per cent below the dollar 
volume of 1939. The total tonnage of retail merchan- 
dise closely approached and possibly exceeded the 1929 
tonnage, if the substantial drop in the general level of 
consumer goods prices may be taken as a guide. 

The total number of stores increased 294,539 or 20 
per cent in the ten-year period, the greater part of the 
gain having occurred since 1935. However, this in- 
crease was not evenly balanced through all the cate- 
gories of retail sale. Filling stations increased by 120,- 
343, eating and drinking places by 171,038, fuel dealers 
by 22,376 and florists by 6727. It will be noted that 
these represent, by and large, the type of retail trade 
least concerned with packaged merchandise. 

In contrast drug stores showed a ten-year decrease 
from 58,258 to 57,902. General stores handling food 
showed a drop from 104,089 to 39,688. This was par- 
tially to be accounted for by a reclassification of some 
of these stores into the food group which showed an in- 
crease from 481,891 to 560,798. 

While the picture is not completely clear, and a num- 
ber of cross trends may be observed, the general trend 
indicates a continued growth for the larger unit store in 
the food and drug fields. (The effect of this tendency 
upon packaging and package design has been exhaus- 
tively discussed in the survey of the Institute of Pack- 
age Research entitled ‘““The Store and The Package,” 
September 1940, page 33.) Principal changes since 
1935 and 1929 are summarized in the preliminary report 
as follows: 

Food stores gained 78,907 in number since 1929 and 
28,788 since 1935. They are $685,089,000 below their 
dollar volume of 1929, but $1,789,907,000 or 21 per cent 
above 1935. In the ten years during which their dollar 
volume droppd six per cent, retail food prices dropped 
more than 25 per cent according to the price index of the 
Bureau of Labor Statistics. A part of the increase in 
food stores results from reclassification of general stores 
(with food), many of which are predominantly food 
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retail trade 


New data reveal shift in store size and distribution: 
indicate need for compensatory package changes 


stores. While there has been little change in the num- 
ber of grocery stores since 1929, combination stores 
(groceries with fresh meats) have increased 71,391 or 62 
per cent in number and meat markets have dropped 15 
per cent; in sales, however, combination stores have 
increased in the ten years by 41 per cent while grocery 
stores have lost 35 per cent and meat markets have lost 
14 per cent. In this classification are incuded most of 
the so-called supermarkets (large self-service food 
stores), whose exceptional growth will be the subject of 
Dairy products stores 
and milk dealers constitute the only other food-store 


a special Retail Census report. 


classification in which sales in 1939 equaled or exceeded 
dollar sales of 1929. 

Stores which conform to the census definition of gen- 
eral stores, selling general merchandise and food, in 
which food constitutes a substantial proportion of total 
sales, declined 62 per cent in number and 68 per cent in 
sales since 1929, dropping from 104,089 in 1929 and 
66,701 in 1935 to 39,688 in 1939. Sales in this kind of 
store in the three years were $2,570,744,000, $1,110,- 
103,000, and $810,342,000, respectively. It is impos- 
sible to determine how many such stores included in 
previous censuses have become food stores, but all such 
stores must report at least two-thirds of their business 
in food lines to be classified as food stores. 

In the general merchandise group, variety stores have 
increased 44 per cent in number and 25 per cent in sales 
since 1935 and are eight per cent ahead of 1929. De- 
partment stores gained 20 per cent in sales since 1935, 
and are only nine per cent below their dollar sales of 
1929. Smaller stores of somewhat similar character, 
classified as dry goods and general merchandise stores, 
have lost 24 per cent in number and 39 per cent in sales 
since 1929, although they are 37 per cent ahead of 1935 
in sales. The general merchandise group as a whole is 
23 per cent ahead of 1935 in sales but 12 per cent below 
the dollar volume reached in 1929. 

The apparel group, with a gain of 11 per cent in the 
number of stores, increased its sales 23 per cent since 
1935 but is 23 per cent. below its dollar volume of 1929. 
Sales in shoe stores increased 21 per cent since 1935 
but are 24 per cent below the 1929 total. 

The furniture-household-radio group increased its 
sales 34 per cent since 1935, but is still 37 per cent under 
the dollar volume of 1929. The latter is affected by the 
general lowering of furniture, radio and household ap- 
pliance prices during the last ten years, although the 
number of furniture stores is (Continued on page 94) 

















SELF-SERVICE demands 
a SELF-SELLING Package 


Picture your product in this mass of competi- 
tion, fighting for the buyer’s favor. No sales- 
man to say a kind word for it—nothing but the 
package to catch the eye and clinch the sale. 

A tough problem, but it can be solved. In 
fact, our machines are wrapping numerous 
products which are succeeding in this kind of 


competition—from crackers to clothespins. 


Wide Experience to Help You 


We will be glad to help you step up the sales- 
power of your package, without obligation. It 
may be possible to wrap your product in a more 
distinctive, eye-catching style. An improve- 
ment in your package may show up the goods 
to better advantage; or it may afford greater 


convenience to the user. A new method of 


wrapping may give your product greater pro- 
tection—a strong sales appeal. Our wide ex- 
perience in serving the majority of America’s 
packaged goods manufacturers gives us a rich 


fund of experience to draw upon. 


Modern Methods Save Money, Too 


Due to the extreme versatility and high ef- 
ficiency of our machines, an outstanding pack- 
age improvement does not necessarily increase 
costs; nor does it complicate production meth- 
ods. In fact, many of our customers have found 
that a new, improved package is often accom- 
panied by substantial savings in both time and 
money. 

Put your packaging problems up 
to our PACKAGING CLINIC. 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 


NEW YORK CHICAGO 


Buenos Aires, Argentina: David H. Orton, Maipu 231 


CLEVELAND 


Mexico, D. F: Agencia Comercial Anahuac, Apartado 2303 


LOS ANGELES TORONTO 
Peterborough, England: Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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CHOCOLATE DRI 


Above: The Twin Ports 
Cooperative Dairy Assn. 
utilizes paper containers 
decorcted in two colors 
for milk, buttermilk, cream, 
chocolate drink and 
orangeade. Right: Close- 
up view of the container 
erecting and forming sec- 
tion of the packaging ma 
chines used at the Twin 


Ports plant. 
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win Ports model dairy 


he story of the packaging plant of the Twin Ports 
Cooperative Dairy Assn. is the tale of a latecomer 
in a highly competitive field. The Duluth, Minn.- 
Superior, Wis. market has a population of about 140,000 
with some 17 distributors of pasteurized milk and more 
than 125 distributors of raw milk. Total milk produc- 


tion in this area is twice the amount required for use as 
fluid milk, the surplus being used for by-products such 
as butter, cottage cheese, etc. 

As far back as 1925 the Twin Ports Cooperative 
Dairy Assn. (organized in 1917 and having 1100 pro- 
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Small plant achieves economical operation 
under spur of intensely competitive conditions 


ducer members) started to handle surplus milk in its 
own plant while selling fresh milk to dairy distributors. 
This practice worked well enough for a time, but by 
1931 a substantial drop in the price for surplus milk 
and a consequent increase in the differential between 
this price and the fluid milk price led a number of new 
distributors to come into the fluid milk market. In 
two years time the number of pasteurizing plants 
doubled. By 1933 price wars started and the market 
remained in a highly disorganized condition for a num- 
ber of years. Conditions reached a point where the 








only satisfactory way of serving the interests of its 
members was for the Twin Ports Assn. to enter the fresh 
milk distributing business. 

This action, however, met with many kinds of opposi- 
tion from established distributors. While this opposi- 
tion took many forms, one phase of it in particular 
affected the Dairy packaging plans. Existing distrib- 
utors maintained a bottle exchange which handled 
the returned glass bottles of all distributors, sorted 
them out and re-distributed them to the various plants. 
Membership in this exchange was refused the new Dairy 
and during a period when legal action on membership 
was pending, the Dairy reported a loss of some 38,000 
glass bottles. Under these circumstances, the Twin 
Ports Assn. was most receptive to the idea of utilizing 
paper containers. In view of the very specialized 
conditions under which it found itself operating, the 
paper container offered a way of avoiding the whole 
problem of reclaiming bottles. For this reason, in 
February of 1938, the company installed paper con- 
tainer-forming and filling equipment and aggressively 
promoted the advantages of this type of package. The 
paper containers adopted by Twin Ports were of the 
pre-printed flat blank type with equipment designed to 
take the flat blanks, erect them, seal the base, apply the 
paraffin coating, fill the containers, cool the product, 
seal the package and deliver the finished product and 
container to a storage room. 

Milk is received at the plant in the producers’ ten- 
gallon cans, being brought directly from the producing 
farms by Twin Ports own trucks. On arrival at the 
plant, the milk is weighed and testgd for butterfat 
content and bacterial count. 

Flat carton blanks are set into the forming unit of 
the packaging machine where a series of vacuum cup 
arms open up the blanks and put them on mandrels. 
The bottoms are glued into place by this mechanism 
and the formed containers then treated in a bath of 
molten paraffin. From there they go on an endless 








chain conveyor through the refrigerating unit to a pis- 
ton type filler. This filling mechanism is adaptable for 
rapid changeover from pints to quarts or to half-pints. 
The filled containers pass by conveyor to successive 
stages where sealing, stapling and dating operations are 
performed. The container closure is of a slant-walled 
type with the top flaps turned and heat sealed and fur- 
ther bound by a wire staple. The date of packing is 
embossed at the top portion of the container along the 
sealed edge. 

An unusual angle in the Twin Ports operation is the 
use of steel wire cases for carrying the packages in 
groups to the cold storage room. These cases hold 18 
quart packages and a proportionately larger number of 
pints and half-pints. They are carried by conveyor 
from the packing table at the discharge end of the fill- 
ing-forming unit to the cold storage room where they 
are held until ready for loading on trucks. The Dairy 
utilizes fast, light trucks for delivery to food stores and 
CCC Camps in the Duluth area. 

In the highly competitive conditions under which 
the Twin Ports Dairy has had to operate, consumer rela- 
tions provide a major element of competition. As the 
first Dairy in the vicinity to depart from the previously 
standard glass container, Twin Ports took advantage 
of the difference between its package and that of all 
other distributors to base its principal advertising activi- 
ties upon the advantages it claimed for the fibre con- 
tainer. Newspaper advertising was supplemented with 
radio programs. Children’s booklets were merchan- 
dized as a consumer premium offered for ten cents and 
ten container tops. At a later date a cooking school 
program was initiated featuring recipes which could be 
obtained from the grocer. These recipes were dis- 
played on the counter in conjunction with an explana- 
tory display card and one of the standard containers. 
Among other promotional efforts were three daily news 
broadcasts and a color movie depicting the Dairy’s 
operations which was widely distributed among schools, 


72 MODERN PACKAGING 











parent-teacher meetings, lodges and clubs throughout 
the Dairy market area. Even car card and painted 
signboard advertising featured the package as the prin- 
cipal selling point. That the campaign has been suc- 
cessful is shown by the phenomenal sales rise which the 
company has enjoyed. While other factors no doubt 
played a great part it is significant to note that by selling 
the package to the public the Dairy was able to raise 
its sales volume from February 1938 to October 1940 by 
some 1300 per cent. The efficient operation of the 
plant and the rapidly increasing volume have resulted 
in a drop in operating costs reported by the Dairy to 
have reached 2.2 cents per unit and a consequent sub- 
stantial rise in the profits from the sale of fresh milk. 
It is significant to note that several other dairies in the 
distribution area have installed paper bottling equip- 
ment, though the competing containers are at present 
used for wholesale distribution to stores only. 

The containers used by Twin Ports are pre-printed in 
a single color. For the Christmas season, the Dairy 
utilizes a special stock holiday design, pre-printed in 
three colors with its own name imprinted on the blank. 

Credit: Package-forming, filling and sealing ma- 
chinery by Pure-Pak Division, Ex-Cell-O Corp. 
Standard and holiday carton blanks by the Gardner- 
Richardson Co. 


3B. View of the paper container forming, filling, closing and seal- 
ing installation at the Twin Ports plant. 4. The refrigerating 
unit with cover thrown back. This operation follows the form- 
ing, bottom sealing, paraffinning and filling operations. %. 
Close-up of the top-sealing unit. Date imprinting is done at this 
point. ©. Cooling room showing storage before delivery. 
Note wire racks used to facilitate air movement over the contain- 
ers. @e For the Holiday season, Twin Ports Cooperative Dairy 


Assn. uses stock design Christmas cartons with its own imprint. 
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Opening new markets tor lard 


New carton and new machine combine to 
aid marketing of small consumer packages 


hrough the use of a newly developed folding carton 
and liner and a machine for erecting the carton, a 
large group of packers have recently found them- 
selves in a position to profitably market lard. Retail 
packages were formerly, they found, their principal 
outlet in the less profitable bulk trade. Among these 
companies is F. Hilgemeier and Bro., Inc., of Indianap- 
olis. This company formerly packed all its production 
into large drums. Since March of 1940 it has, how- 
ever, been utilizing the new type of carton in 1-, 2- and 
\-lb. sizes. Initially, production was on a purely ex- 
perimental basis, but consumer reactions and dealer 
acceptance of the new package proved so favorable that 
the company has now entered upon the installation of 
automatic equipment to handle the increased volume 
of its product which now goes into consumer packages. 
The new container consists of a rectangular carton 
base with locking-tuck bottom flaps. Set inside the 
carton and attached by adhesive to one of the side 
walls is a grease-proof liner. In the non-mechanized 
operations, the carton—which is received at the pack- 
ing plant in the flat—is picked up by the operator, 
squared up and placed over a wooden mandrel bottom 
side up. The extending portion of the grease-proof 
liner is then elongated, folded and the carton tuck put 
in place. The carton is then removed from the mandrel 
and placed on the table before the filling machine. 
Experience at the Hilgemeier plant has shown that 
the average operator can erect approximately eight 
containers a minute. Where automatic machinery is 
utilized, a single operator squares up the cartons and 
places them over a mandrel which travels around the 
machine in a clockwise direction. As the mandrel 
travels through the machine the operations of elongat- 
ing the mouth of the liner, double folding the bottom 
and inserting the tuck are performed automatically. 
Speeds are reported to approximate 60 containers per 
minute. Thus, it will be seen that a single operator 





I. The 1-lb. and 4-lb. Hilgemeier cartons. Note the rectangu- 
lar shape which facilitates shipment and store display. 2. Car- 
ton setup table as operated by experimental production runs. 
Each girl works in front of a wooden mandrel onto which she sets 
the carton blank and from which she removes the erected carton 
after folding the inner liner and tucking in the locking base. 3B. 
Newly installed automatic machine which folds, lines and tucks 
in base flaps mechanically. A single operator here performs work 
equivalent to that of approximately seven of the girls shown 
above. The unit is equipped with a device which automatically 
ejects each carton and turns it open side up ontoa conveyor belt. 
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plus the machine can produce an output equivalent to 
that of approximately seven hand operators. After the 
assembling operation has been completed, the assembled 
carton is automatically blown off the mandrel onto a 
moving conveyor belt which carries it to the filling ma- 
chine in an upright position. 

At the Hilgemeier plant a double-head lard filler is 
utilized. Since no portion of the grease-proof material 
extends above the head of the carton it is possible to ob- 
tain fullest efficiency in the filling operation. After fill- 
ing, hand operators place lids or caps over the filled 
container. These caps are shipped flat and are so con- 
structed as to permit of erection and placement over the 
container by merely depressing the folded sides. The 
completed containers leave the plant or enter storage in 
standard 30-lb. shipping cases. 

From the viewpoint of both consumers and dealers, 
the near carton offers a number of advantages. Its 
rectangular shape permits of substantial economies in 
shipping and storage space and likewise facilitates mass 


f. Cartons are filled two at a time on 
a dual-head lard filling machine. The 
girl in the left foreground check weighs 
each carton to determine accuracy of 
fill. %. Finishing operators erect the 
carton caps and place them in tele- 
scopic position over the filled con- 
tainers. A male operator then loads 
the containers into corrugated cases. 
Then they proceed to a case-sealing ma- 
chine and then to storage or shipping 
platform in standard 30-lb. shippers. 


industry since the cartons can be stacked without dan- 
ger of tumbling or falling. The container is also eco- 
nomical of space when stored in the consumer’s refriger- 
ator. The product is successful to the consumer since 
it is only necessary to lift off the cover to gain access 
to the contents. The cover is so constructed as to per- 
mit of easy reclosure. 

The Hilgemeier container takes advantage of the two- 
piece construction to achieve a multi-color effect at 
minimized expense. The base of the carton is repro- 
duced in three colors with lettering and design in black 
and red on an all-over yellow background. A Benday 
pattern in red provides an extra shade of color for the 
little pig trade mark illustration which appears on three 
faces of the carton base. The cover, done in two colors, 
uses an all-over blue with reverse lettering. 

Credit: Cartons developed and fabricated by The 
Interstate Folding Box Co. Automatic carton filling 
machine by The Interstate Folding Box Co. Double- 
head lard filler, Albright & Nell Co. 
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1941...1s tHe TIME 
TO REDUCE YOUR 
CARTON PACKAGING COST 















If you are using die cut cartons simi- 
lar to the photograph and setting them 
up or closing them by hand, your 
Packaging Cost can be considerably 
reduced with these machines. 





Type of die cut cartons handled on this 








This PETERS JUNIOR CARTON FORMING & LIN- 
ING MACHINE sets up 35-40 cartons per minute, re- 
quiring only one operator. After the cartons are set up 
they drop onto a conveyor where they are carried to be 
filled. If several size cartons are desired to be handled, 
machine can be made adjustable. 








This PETERS JUNIOR CARTON FOLDING & CLOS- 
ING MACHINE closes 35-40 cartons per minute, requir- 
ing no operator. After the cartons are filled they enter 
machine on conveyor and are automatically closed. Can 
also be made adjustable to handle several different size 
cartons. 





For greater production at lower cost, Progressive 


Plants use this equipment to their economical advantage. 


Send a sample of each size carton you are interested 


in handling on machines, and we will be pleased to 





ALSO AVAILABLE: SENIOR Model Carton Packaging Machines to operate recommend equipment to meet your specific require- 
at speeds up to 60 per minute . . . PETERS CELLOPHANE SHEETING & 
STACKING MACHINE for cutting cellophane from rolls into sheets. ments. 








4700 Ravenswood Avenue, Chicago, Illinois 





PETERS MACHINERY CO. || 
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CONTINUOUS EDGE BEADER 


The Able Machine & Tool Works have developed a continuous 
edge beading machine for use on rigid transparent sheet materials. 
The mechanism is adjustable for single or double edge beadings. 
Beads can be produced on varying thicknesses of sheet material 
from .005 in. to .020 in. An adjustment device permits varia- 
tion of the distance between beads from !/2 in. apart to the full 
width of standard rolls. The machine is equipped with thermo- 
static heat controls and automatic pilot light heat control indica- 
tors. The unit is motor driven and may be set up on either a 
table or work bench. 





ai 


AUTOMATIC ROTARY VACUUM FILLER 


The International Filling Machine Corp. has developed a new 
rotary vacuum filling machine for pint, quart and half-gallon 
containers. For quarts or smaller sizes, the machine is equipped 
with 24 filling heads. For half-gallon round or odd-shaped bottles 
larger than round quarts, 18 filling heads are used. The filling 
stems are lowered into, sealed, and raised from the containers by 
vacuum pistons. This, it is claimed, gives a uniform seal where 
bottle heights vary. Bell-shaped centering guides are used to 
protect the stems on entering the bottle. 

The power plant consists of a vacuum pump, equipped with 
fume traps, a variable speed drive to give any variation in rota- 
tion of from 1 to 5 revolutions per minute to correspond with the 





putpment — Whaterials 


NEW BARS a Et IN PACKAGING MACHINERY ¢ METHODS and SUPPLIES 


size container and the viscosity of the liquid. A 1/2-hp. motor is 
utilized. The machine is equipped with a flat top conveyor chain 
and the legs of the unit permit of height adjustments to facilitate 
alignment of the conveyor level with that of labeling and capping 
machines that may be used in conjunction with the filler. 

The machine is furnished standard to operate from left to right. 
It may be arranged to operate from right to left on special order. 

A change-speed device is incorporated in the mechanism to 
permit alterations of the speed of the machine while it is in oper- 
ation to facilitate synchronization with other machines in the line. 
Size change adjustments are made by moving channel guides, 
spacers for neck lengths and by changing star feeds. The 
rotary vacuum filling unit occupies a floor area of 4 ft. by 8 ft. 
and stands 7 ft. 6 in. high. 


NEW TWO-PIECE CLOSURES AND 
MENTED GROOVE CAP 


SEG- 


Anchor Hocking Glass Corp. has developed two new two-piece, 
deep-skirted screw caps designed, respectively, for catsup and 
chili sauce containers. The caps are finished with lithographed 
decorations to permit the elimination of neck band labels on the 


1. Two-piece, deep- 
skirted lithograghed 
screw caps designed 
for chili sauce and 
catsup. 2. Spiral 
segmented cap. The 
grooves replace the 
usual threads of 
the single-shell caps. 





containers with which the caps are used. The screw thread is 
located in the lower portions of the caps and the upper portions 
of the side walls are knurled to facilitate opening and closing 

The company has also developed a spiral segmented cap in 
which the grooves replace the usual thread of a single-shell cap. 
The groove arrangement, it is claimed, pulls the cap down with a 
tight, even contact over the container finish, eliminating uneven 
sealing pressures. The cap is available in a wide range of sizes 


ROTARY BAG SEALER 


Amsco Packaging Machinery, Inc., has placed upon the market a 
machine for heat-sealing filled bags by means of rotary sealing 
wheels. The machine is designed for use in conjunction with 
the filling machine. The operator running the filler places 
the filled bag on the receiving platform of the bag sealer. The 
bag is automatically picked up and carried through the sealing 
mechanism by means of endless belts. The top of the bag is 
folded over and then passes through a conditioning section. 
Coming out of the conditioning section, the bag passes through 


73 MODERN PACKAGING 











ANOTHER IN AN 


How HERSHEY does it IMPRESSIVE LIST OF 


MERCHANDISING SUCCESSES 


Packaged on Stokes & Smith machines! 


Hershey’s Soap Granules, 
made with cocoa butter, 
have the sales advantage of 
a quality product, ina 
selling package that is 
FILLED AND SEALED AT 
LOW UNIT COST. Generous i | i | 
size, attractive selling price, Lo nol . 45 oT ==--- 
ample profit reflect the - Oo ay) 
savings from this speedlined 
production. 


Packaging equipment used 
is Stokes & Smith; cartons 
are bottom sealed, filled and 
top sealed—to rapidly a 
produce a tight, accurately ee a. 
filled package. — 
A machine for your require- 


ments? There’s an economi- 
cal answer in the S&S line! 






STOKE MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 


FRANKFORD, PHILADELPHIA, U.S. A. 


FILLING MACHINERY 


CARTON 
FILLING AND SEALING MACHINERY 


TIGHT WRAPPING MACHINERY 
TRANSWRAP PACKAGING MACHINES 


SPEEDS TO SUIT YOUR NEEDS— 
15-30-60-120 PER MINUTE 


JANUARY °*¢ 1941 a 











Above: Filled bags are heat sealed by passage 
through the rotary mechanism. Below: 
bird's-eye view of the heat-sealing rolls. 


the heated sealing rolls and is then discharged onto a moving 
belt to be carried to the packing table or onto a chute. The 
belt mechanism, which carries the bags through the machine, 
operates at a speed of 384 in. per minute. Output of the ma- 
chine depends both upon the size of the bag being utilized and 
the material being filled. 

Any type of heat-sealing bags, it is claimed, can be handled, 
as well as non-heat-sealing bags where thermoplastic material 
has been applied at the point of sealing. The machine can be 
arranged to fold over and seal labels to the top of the bag as part 
of the sealing operation. Heat is controlled by thermostat. A 
flashing pilot light signals when heat is at the correct point. 


LINER CLOSING MACHINE 


Johnson Automatic Sealer Co., Ltd., has developed a new ma- 
chine which automatically triple folds carton liner tops. The 
machine is available in three assemblies—as a triple fold closure 
device, as a triple closure device with top sealing and drying 
mechanism or as a triple fold closure device with top tucking 
attachment. The machine handles cartons ranging from 3 in. 
by 2in. by 1 in. up to 8 in. by 6in. by 4in. Standard equipment 
is designed to handle one size of carton. Additional equipment 
can be supplied for handling other sizes and the mach‘ne may be 
adjusted for changeover from size to size. The unit occupies a 
floor space of 4!/, ft. in width and 13'/, ft. in length (conveyors 
not included). Overall height is 5'/2 ft. A 1-hp. motor is fur- 
nished with the machine as standard equipment. 


The liner closing machine auto- 
matically triple folds carton liner 
tops. The machine handles cartons 
ranging from 3 in. by Qin. by 1 in. 
up to 8 in. by 6 in. by 4 in. 








ROTARY “TRIPLEX” LABELER 


The Liquid Carbonic Corp. has developed a labeler equipped 
with three sets of label holders and pickers designed to apply three 
labels simultaneously to bottles. The machine is built with 





twelve labeling heads on a turntable and is so designed as to ac- 
cept bottles from a conveyor line and discharge them back thereto 
in a constant stream. The feed discharge mechanism is of the 
worm type. The machine is equipped with a variable speed 
transmission, enabling the operator to synchronize the speed of 
labeling with that of other units in the packaging line. 


BEVERAGE MIXER 


The Crown Cork and Seal Co. announces the development of two 
new spinner mixers for blending bottled beverages. The ma- 
chines accept bottles from the conveyor line immediately after 
sealing and discharge them back onto the line for passage to the 
labeling machine. Bottle spinner platforms are self-centering 
for any size bottle up to 3°/, in. in diameter. The machines in- 
vert the bottles and rotate them at 1200 r. p.m. All bottle- 
handling mechanisms are faced with phenolite to prevent bottle 
scarring. The smaller of the two machines is equipped with 12 
spinning heads on a rotary mechanism. The larger machine has 
16 spinning heads. 


LEATHERETTE COVERING MATERIAL 

The Sherman Paper Products Corp. announces a new line of 
covering materials with baked-enamel surfaces, available in 
leatherette embossed finishes and in woodgrain designs. Named 
‘“Fibercote,” the new product claims a water-proof and grease- 
proof surface resistant to stains and capable of repeated washings. 
The surface is an oil enamel coating applied to a base stock de- 
signed for laminating. Eighteen colors are available with leather- 
ette embossing, in addition to six woodgrain designs. Standard 
rolls are 50 in. wide. Special sizes of rolls or sheets can also be 
secured if desired. 





BO MODERN PACKAGING 








Streamlined Appearance, Streamlined 
Performance, Streamlined Operating 
Costs —This Revolutionary New 
Morrison Stitcher Gives You All Three 





WRITE FOR YOUR COPY OF THIS NEW FREE CATALOG 


Stitching speed as high as 500 R. P. M. if you want it —a stitching head 


° ° ° ° ‘ — his Morriso® —, 
incorporating radical new design features for greater simplicity, smoother owe is mode! t--1 
performance and lower operating and maintenance expense —a unique pore 25" caso a 
rubber-cushion clutch that reduces noise and shock and wear on vital arm can or combine 
parts —and a smart, modern, streamlined appearance that emphasizes ‘ion Area and BOSOme 
the fact that this is the stitcher of tomorrow. « 


These features high-light the new line of Morrison Wire Stitchers. 
Bottom sealers, top sealers, combination units, standard arm machines 
— all with the revolutionary SL-head —are already at work in manufac- 
turers’ shipping rooms proving their superior values for carton sealing. 

Wire-stitching shipping containers has always been stronger, neater 
and cheaper than other forms of sealing. Now this new Morrison 
further emphasizes those differences. Whatever model Morrison you 
need is ready for you. Get our new free catalog now. 














Morrison Wire Stitchers are manufactured and sold by: 


SEYBOLD DIVISION, Harris Seybold + Potter Co. * 843 Washington St., Dayton, 0. 


NEW YORK: E. P. Lawson Co., Inc. DETROIT: Chas. A. Strelinger Co., SAN FRANCISCO, LOS ANGELES, 
426-438 W. 35rd Street 149 E. Larned Street SEATTLE: Harry W. Brintnall Co. 
ATLANTA, GA.: Harris -Seybold CHICAGO: Chas. N. Stevens Co., TORONTO, MONTREAL: Harris- 
Sales Corp., 120 Spring St., N. W. Inc., 110-116 W. Harrison St. Seybold - Potter (Canada) Limited 
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WIRE STITCHING MACHINES 


JANUARY e¢ 1941 rid | 











Cy 
or Our 


SY ; 
ntormation - Z 


Unless otherwise indicated, copies of catalogs, 
booklets, etc., mentioned in this department 
peelo gia ol-Mo) ol Cobbet-Te Mca lieloltt Mol elotder- Moh mncaatitelem fo 
the sponsoring company at the address given. 





A prophetic picture of packaging, packing and shipping of 
the future has been drawn by 24 authorities in a symposium 
conducted by the American Management Assn., New York, 
N. Y. The symposium, in which members of the association’s 
-ackaging Council participated, was carried on in connection 
with organization and program activities of the 1941 Packaging 
Exposition and Conference, to be held at the Stevens Hotel, 
Chicago, IIl., April 1 to 4. 

Among the developments predicted by the council members 
for the future are the following: 

“The rise of transparent packaging to a dominant position, 
particularly in the direction of visible windows and open tops 
for opaque packages, and the development of new transparent 
packaging materials of significant properties. 

“A greatly increased use of plastic materials of all types, 
both transparent and opaque, providing plastic containers for a 
broad range of products now restricted to metal and glass, with 
the plastics milk bottle a probability within ten years. Also, 
the development of automatic machinery to make boxes and 
packages from rigid transparent plastic sheets and the con- 
current development of an absolutely moisture-proof plastic 
sheet, making for broad utility of this type of container. 

“An increased use of thermoplastics, both as an adhesive and 
a coating, providing many new functional as well as decorative 
characteristics. 

‘An increasing simplification of packages, with heightened use 
of modern design and bright and unusual color combinations, 
better printing and lithography. 

“An increase in the use of small unit packages inside of the 
larger, regular package, particularly in foods where freshness is 
a primary consideration and, in pharmaceutical supplies, where 
unit dosage is desired; but, concurrently, in other fields, a 
greater use of bulk packages for economy prices. 

“Development of transparent packaging of materials in free 
liquid, particularly in small packages, and a concurrent increase 
in the use of fibre containers for liquids. 

“The rise of a large market for cooked foods sterilized under 
heat and pressure in a transparent package, particularly if a 
war shortage of tin stimulates government activity to develop a 
substitute material and a similar heightened use of transparent 
moisture-proof envelopes for the unit packing of fancy grades of 
fresh vegetables. 

“Also, in the event of a restricted tin supply, the development 
of new and inexpensive methods of protective coating for sheet 
metal that will permit rapid soldering and will not embrittle 





the base plate. Concurrently, the use of aluminum-coated 
steel plate for deep drawing in metal packages. 

“Progress in packages and packaging material that will be 
easier for the consumer to use, especially in the matter of means 
of making packages easier to open and, once opened, of main- 
taining the original condition of the product. 

““Marked progress is foreseen in reducing the absorption of 

water vapor by paperboard and linings, with same envisioning 
the development of moisture-proof and air-tight linings for ship- 
ping cases.” 
“The Story of Color’? by Faber Birren. (Published by The 
Crimson Press, Westport, Conn. 344 pages, 230 line and half- 
tone illustrations, including 8 full pages in color and 20 special 
portraits. Size 9 in. by 12 in. Bound in red water-proof cloth, 
with colored jacket. $7.50.) 

This volume is a complete reference book on the subject of 
color from the beginning of time up to the present. The book 





has a special appendix which summarizes the color symbolism of 
the major hues of the spectrum—a review of data on the psychol- 
ogy of color—an exhaustive index and a complete bibliography 
listing over 250 volumes. 

Not only does this book present a thorough background to 
the art of color, but it deals with modern color problems. It 
analyzes the best known theories and practices and presents 
much heretofore unpublished data on the physical and emotional 
influences of color. 


BULLETINS AND CATALOGS 


**How to Merchandise in Corrugated Boxes,”? Packaging 
Handbook No. 7 in the series published by The Hinde & Dauch 
*aper Co., Sandusky, Ohio. 


**Not Soft Soap but True Soap Facts,’ published by Pneu- 
matic Scale Corp., Ltd., North Quincy, Mass. Information on 
automatic packaging equipment designed particularly for use by 
soap manufacturers. 


Battle Creek Bread Wrapping Machine Co., Battle Creek, 
Mich. issued a bulletin on a line of flexible automatic cake wrap- 
ping machines. 


*“New Third Dimensional Treatment for Your Displays,” 


published by Kay Displays, Inc., New York, N. Y. 


Hazen Paper Co., Holyoke, Mass., has issued swatch books on 
its MacHazen Plaids (Book No. 1 and 2), Sequoia and Dialyne 
fancy papers. All information necessary to facilitate paper 
selection and ordering is presented. 


Hampden Glazed Paper & Card Co., Holyoke, Mass., has 
issued a swatch book on its Glazed Chintz fancy box coverings. 
Eighteen paper samples are presented. 


MeLaurin-Jones Co., Brookfield, Mass., has added to its paper 
line Sparklekote gummed paper. Available in 13 various shades 
and tints, in addition to white, the gummed paper is claimed to 
have a high receptivity to printing as well as to pen and ink. 


Louis Dejonge & Co., New York, N. Y., has developed a new 
line of fancy papers known as the American series. Red, white 
and blue are the colors utilized and scenes from American history 
form the paper patterns. 


“Bakelite Molding Plastics’? published by Bakelite Corp., 
New York, N. Y. This 32-page illustrated booklet contains 
descriptions of compression and injection molding processes and 
explains the essential differences between thermosetting (hot-set) 
and thermoplastic (cold-set) molding materials. The physical, 
mechanical and electrical properties and characteristics of 
phenolics, ureas, polystyrenes and acetates are enumerated in 
editorial and table form so as to give the reader an understanding 
of how these materials can be employed. 
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MEET COMPETITION 
LOWER PACKAGING COSTS 
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Packomatic 
Combined Bottom 
and Top Carton 
Sealer with 
Double Conveyor 






JUST A FEW FROM ALASKA TO SOUTH AMERICA 
PACKOMATIC AND NEW YORK TO CALIFORNIA 
CUSTOMERS nha plea ato gr agar ep mam 
lower packaging costs—to increase speeds—to put packaging on a profitable 

kkk basis. 





Our Engineers are trained to fight every conceivable packaging problem, we've 
been doing it for over 20 years, and our experience is yours for the asking. We 
will study your requirements and make confidential recommendations without 
obligating you in any way. 


THE QUAKER OATS CO. 
OHIO SALT CO. 

1. J. GRASS NOODLE CO. 
INTERNATIONAL SALT CO. 
P. DUFF & SONS, INC. 
LESLIE SALT CO. 

MILLER CEREAL MILLS, INC. 
SKINNER MFG. CO. 

S & W FINE FOODS, INC. 
JERSEY CEREAL CO. 







Our complete line of packaging machinery includes Shipping Case Sealers, Auto- 
matic and Semi-Automatic-Top and Bottom Carton Sealers—Net and Gross 
Weight Scales—Volume Fillers—Auger Packers—Paper Round Can Making 
Equipment—Carton Making Machines, and many others. 


INVESTIGATE “THE PACKOMATIC WAY” 
REPRESENTED IN ALL PRINCIPAL CITIES 
THE CREAMETTE CO. 


ALBERS BROS. MILLING CO. relaXe | NG MACH N ERY 
rset al iinet J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
IOWA SOAP CO. 


















RICKERT RICE MILLS, INC. 
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PERSONNEL 

Maurice J. Sullivan, Executive Vice President of the American 
Can Co., New York, N. Y., has been appointed President, suc- 
ceeding the late Dr. Herbert A. Baker who died November 25. 
Mr. Sullivan joined the American Can Co. as a salesman at the 
time of the company’s organization in 1901. 


MAURICE 
J 
SULLIVAN 





T. N. Anderson, formerly Vice President and Comptroller, 
has been appointed Executive Vice President and Comptroller 
and D. W. Figgis, formerly Vice President, was made Executive 
Vice President. 

C. H. Black, formerly General Manager of Sales, General Line, 
has been appointed Vice President in charge of Sales. K. S. 
Breckenridge, Vice President, located in Chicago, IIl., has retired. 
G. H. Kellogg, Vice President in charge of Packers Can Sales, 
has been appointed Vice President in charge of the Central 
District, with headquarters in Chicago. 

Other personnel changes in the company include the appoint- 
ment of J. A. Stewart, formerly General Manager of Manu- 
facture, Packers Cans, as Vice President and R. C. Taylor, 
formerly General Manager of Manufacture, General Line, as 
Vice President. 

On the Pacific Coast, the company has appointed A. C. Webb 
to the office of General Manager. The position of District Sales 
Manager will be filled by D. A. MacArthur. 


Howard Dygert has resigned from Reynolds Metals Co., 
Inc., to become Sales and Promotion Manager of the Foil Divi- 
sion, Milprint, Inc., Milwaukee, Wis. 


John Ekern Ott, with Acme Steel Co., Chicago, Ill., for 18 
years, has been appointed Manager of she Archer plant in 
charge of production, warehousing, shipping, maintenance and 
engineering. W. C. Childress, formerly in charge of production 
and engineering at this plant, has resigned. 


Steele and Co., designers, are now located at 509 Madison 


Ave., New York, N. Y. 


J.K. Tanaka and Associates, industrial designers, have opened 
a new office in the Paul Brown Building, St. Louis, Mo. 


an Es a 





) sonalities 


Alfred C. Anders, Manager of the Box Paper Department, 
Bradner Smith & Co., Chicago, Ul, and an ex-President of 
The National Paper Box Supplies Assn., died December 8. 


Clarence E. Craig, Superintendent of the Folding Box Divi 
sion of Frankenberg Bros., Inc., Columbus, Ohio, died November 
16 at the age of 52. 


Robert R. Smith, former Assistant Promotion Manager of the 
Cellophane Division of E. 1. du Pont de Nemours & Co., Ine., 
Wilmington, Del., has been advanced to Promotion Manager of 
the Division, succeeding M. Crawford Pollock, now Assistant 
District Manager of Cellophane’s Eastern Sales Division. 


PLANTS 


Transparent Specialties Corp., Cleveland, Ohio, has increased 
its plant production facilities for the fabrication of rigid trans- 
parent containers and displays. Firm officers are as follows: 
H. V. Sharlitt, President; A. B. Stotter, Vice President; H. B. 
Stotter, Treasurer; P. J. Arnoff, Secretary. 


Sutherland Paper Co., Kalamazoo, Mich., has purchased the 
paper bottle manufacturing equipment of the Purity Paper Ves- 
sels Co., Baltimore, Md. Sales activity of bottles is being di- 
rected from the Kalamazoo offices. 


Metaplast Corp., New York, N. Y., is now located at 205 West 
19th St. Metalitor Corp., licensee of the Metaplast patent 
process is likewise located at 205 West 19th St. 


California Container Corp., Emeryville, Calif., has taken over 
control of Western Container Co., Seattle, Wash. William V. 
Roberts has been transferred to the Seattle office in the capacity 
of Sales Manager. 


Plans for the expenditure of approximately $400,000 for the 
expansion of the eastern facilities of the Plastics Department 
of the General Electric Co. have been announced by G. H. Shill, 
manager of the department. The expansion will include new 
buildings and equipment in Pittsfield, Mass. and at Meriden, 
Conn. and additional equipment in the Lynn, Mass. plant. 


Printloid, Inc., New York, N. Y., announces the installation 
of new equipment for the fabrication of methyl methacrylate. 
The equipment includes facilities for cutting, drilling, form- 
ing and polishing the plastic material. 


Gaylord Container Corp., St. Louis, Mo., has announced 
plans for the construction of a factory at Oakland, Calif. The 
new plant will be located on a five-acre tract and represents an 
investment of about $600,000, according to Charles E. Baum, 
acific Coast Sales Manager. 


Brockway Glass Co., Brockway, Pa., has announced that its 
new million dollar plant has been completed. Production lines 
will begin operation the latter part of January. 


Yorkville Paper Co., Inc., New York, N. Y., announce the 
acquisition of the name, personnel and equipment of the Safeway 
Products Co. 


In the article, “Bayer’s Constant Modernization Plan,”’ ap- 
pearing in the December issue of Modern Packaging, credit 
should have been given to the Container Equipment Co. as 
suppliers of the carton gluer and sealer utilized by Bayer and 
shown on page 75, illustration No. 8. 
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They come back for MORE! 











PERFECTLY UNIFORM 
LABELING 


PERFECT REGISTER— 
LABEL COMPLETELY 
GLUED DOWN 


NO BOTTLE-WIPING 


SOCORMUT OF 
74AMPOO 


Manufacturers are quick to note obsolescence 
in equipment, and usually standardize on 
Labelrites when they have installed one unit. 


The perfect registry of Labelrites, their speed, and 
their ability to eliminate the need for “bottle-wip- 
ing,” as well as the simplicity of “changeover” from 


one size to another, and the petty-cash cost of change 





ports are speedily apparent. Busy men want that 

kind of labeling; and they get it with Labelrites. 

These- Purex products are 
labeled on the Pony Labelrite. 
Purex Products, Inc., bought lowered production costs made possible by Label- 
their first Labelrite over a rites are doubly important. If you haven't used a 
year ago; now use three! Good 
proof of Labelrite benefits. 


Now, when raw material costs are going up, the 


Labelrite, and want to see them “in production” 
ask for a demonstration. We'll be glad to arrange 


for one... 


May we send a Catalog ! 


NEW JERSEY MACHINE 


CORPORATION 
1600 Willow Avenue — Hoboken, N. J. 


CHICAGO OFFICE, 549 WEST WASHINGTON BLVD. 
@ Sales and Service Representatives in 12 Industrial Centres @ 








Package Legislation 
(Continued from page 60) 


the most active and largest packers in the industry. 

The dry commodity bill includes almost all the dry 
staple food products now packed in containers of any 
description, except spices and condiments, namely, 
peas, beans and other dry vegetables, crackers, bis- 
cuits, cookies, macaroni, spaghetti, noodles, rice, 
barley, cereals, flour, cornmeal, bread meal and cracker 
meal, puddings and desserts in powdered form, salt, 
sugar, tea, coffee, cocoa, chocolate powder, matzoth 
and matzoth products, nuts, candy, dried fruits, butter, 
cheese, lard, sliced meats and other similar and related 
products. This means, in effect, that these products 
whether packed in the customary cardboard or paper 
package or in glass or metal containers must be of the 
prescribed standard capacity weights of !/; lb., '/, lb., 
'/> Ib., */, lb., 1 Ib., 1"/2 Ibs. and multiples of a pound 
with the exception of candy which we provide may 
be sold by numerical count when packed in units of 
twelve or less. Inasmuch as this is Federal legislation, 
it is applicable only to the sale or shipment of these 
products in interstate commerce. Enforcement is 
placed in the U. S. Department of Agriculture. Un- 
like the other standardization bills to be submitted, 
no Board of Standardization is established to rule on 
tolerances, but this function is given to the Department 
of Agriculture which today prescribes the tolerances, 
net weight, markings, etc., for these products. 


Proposed standard container act for edible oils, 
syrup, honey, molasses: The proposed bill on the 
standardization of edible oils, syrups, honey and molas- 
ses provides for the packing of these products in con- 
tainers of standard weight or measure. For edible oils 
and syrups, this must be on the basis of liquid measure 
except when the quantity exceeds five gallons, when 
these products may be sold by net weight. The first 
provision of this bill applies to containers of any de- 
scription. Edible oils, syrups, honey and molasses 
when sold by liquid measure must be sold in quantities 
of 2 0z., 4 0z., 1/2 pt., 1 pt., 1 qt., '/2 gal., 1 gal. and 
multiples of a gallon. We provide that honey and 
molasses may also be sold by net weight. The stand- 
ard capacity weights for these two commodities, how- 
ever, must be !/s lb., 1/4 Ib., '/2 Ib., */; lb., 1 Ib. and 
multiples of the pound. It is interesting to note that, 
in a survey made of the manner of sale of these prod- 
ucts, it was found that they were packed for the most 
part in the capacities prescribed under this bill. How- 
ever, it was also found that these products when packed 
in metal containers were often deceptive in that the 
dimensions for each capacity varied greatly. Thus one 
canning company alone manufactures for the trade 
eight rectilinear half-gallon measure of different dimen- 
sions. It was deemed advisable, therefore, by your 
committee to select and fix the dimensions of cylindri- 





cal and rectilinear metal containers for each standard 
capacity size. Where cylindrical metal containers for 
certain required capacities are not being used in the 
trade, no dimensions are given. In the sale of these 
products only three cylindrical capacity containers are 
being used in the trade today; namely, '/2 pt., 1 pt. 
and 1 qt. A Board of Standardization is created 
under this bill with the power to approve such other 
containers as the industry may require in the future be- 
cause of the introduction of new processes or other 
methods of packing. However, the capacities must be 
binary sub-multiples or multiples of the gallon or 
pound. The metal rectilinear containers with the di- 
mensions prescribed under this bill are those most com- 
monly used in the packing of these products. They 
are the '/2 pt., 1 pt., 1 qt., '/2 gal. and 1 gal. 

This Standardization Board is to be composed of 
the Secretary of the Department of Agriculture, or his 
representative, the Director of the Bureau of Standards 
of the Department of Commerce, a representative of 
the National Conference on Weights and Measures, a 
representative of the consumers, and a representative 
of the industry. This board may approve of new ca- 
pacity sizes for these commodities, provided they con- 
form to the standard principles of weight or measure 
embodied in the bill. It may also prescribe the neces- 
sary tolerance in dimensions or capacities for the com- 
modity or container involved. 


Proposed standard container act for fruits, vege- 
tables and their juices: The third standardization 
bill concerns itself with the packing of fruit and vege- 
teble juices and fruits and vegetables in containers. 
This presented problems and obstacles not present in 
the commodities heretofore considered. We found 
after studying manufacturing processes in the canning 
industry, that our original views on the subject must 
of necessity be modified. In the case of fruit and vege- 
table juices we were basically right. A liquid quart 
of tomato juice will have the same cubic capacity or 
volume as a quart of pineapple juice. Hence stand- 
ardization of fruit and vegetable juices by standard 
capacities is provided. The first provision in this bill 
includes the packing of these juices in containers of any 
description. The sole exception is made in the case of 
the 6-0z. container, but this size is limited to the 
sale of these products for consumption on the premises 
only. 

A study of the metal containers for fruit and vege- 
table juices now in use disclosed the interesting fact 
that odd sizes or capacities for these products were in 
general use. For example, we found containers of 
12'/s oz., 14 0z., 18 02., 20 02., 46 02., 50 0z., 94 0z. and 
many more. The existence of some of these is almost 
archaic and the reason given for their use is that the 
industry is in the process of experimentation with the 
consumer to determine which sizes are in greatest de- 
mand. There is no question but that in this case the 
experiment has been unduly prolonged, so that almost 
thirty years have gone by. The packing of these prod- 
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ELECTRIC-EYE MEANS CONSTANT VIGILANCE 


COMPLETELY ELIMINATING 
THE HUMAN EQUATION AND AFFORD- 
ING MORE DEPENDABLE ACCURACIES 
IN “SPOT SHEETING" WORK THAN 
WHEN HUMANLY CONTROLLED 


BECK Automatic SHEETERS 
with ELECTRIC-EYE Controlled 
DIFFERENTIAL & Automatic 
Lowering Table SHEET PILER 


are now the accepted standard in sheeting 
equipment, and are both recognized and en- 
dorsed as such and used by many of the largest 
packaging, printing and converting houses 
throughout the country. To those concerns 
who are seeking a really dependable media for 
“spot sheeting’ work we offer the combined 
services of our engineering and research staffs, in 
solving the most difficult of your sheeting 
problems. 





CHARLES BECK MACHINE COMPANY 





FOR BOTTOM STITCHING 
YOUR SHIPPING CONTAINERS 


The BLISS HEAVY DUTY BOTTOM STITCHER is unequalled for high 
speed, heavy duty work and long service. Extra large working surfaces of cams, 
long wearing surfaces for former slides, specially hardened knives which can 
be reground many times, and hardened tool steel in other working parts, 
powerful, smooth working clutch and rugged construction throughout recom- 
mend the Bliss as the most economical and practical stitcher for plants requir- 
ing continuous, steady production on all weights of solid fiber or corrugated 
containers. 

Operates at speeds of 300 or more stitches per minute. Wide clearance be- 
tween stitcher head and post, and quick action of driver, assure maximum 
production. 

Head is detachable as a unit for quick, economical servicing. One adjust- 
ment changes length of wire for thickness of stock. No adjustment required 
for any size of container. The most durable stitcher built. 








FOR WIRE STITCHING 
FILLED BAGS 


You will often find it more convenient 
to bring this BOSTON PORTABLE BENCH STITCHER to the work to be 
stitched rather than carry the work to the stitcher. Operates on lighting 
current—solenoid operated foot pedal. 

Stitches articles to cards, small boxes, filled bags and similar work at high 
speeds. Has 4 inch throat length and uses. No. 25 to No. 30 round wire. 


3g” or 14" crown. Also 4" crown for No. 25 wire only. 


DEXTER FOLDER COMPANY 
330 West 42nd St., New York 


Chicago, 117 W. Harrison St. Philadelphia, 5th & Chestnut Sts. 
Boston, 185 Summer St. Cincinnati, 3441 St. Johns Place 
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ucts in standard fluid capacities would ultimately 
render a great saving both to the manufacturer and 
the consumer. 

Under the first provision of our proposed bill, fruit 
and vegetable juices in containers of any description 
must be packed only in the following standard fluid 
capacities: 8 oz., 12 0z., 1 pt., 1'/2 pt., 1 qt., 1/2 gal., 
3 qts., 1 gal. and multiples of the gallon. We make an 
exception of the 6 fl. oz. container with the restriction 
that it be used exclusively for consumption on the 
premises. We eliminated from these capacities now 
in use the 12!/> 0z., 14 0z., 18 0z., 20 0z., 28 0z., 46 0z., 
50 o0z., 94 oz. and others. This was done because we 
are convinced that these sizes are very deceptive. No 
reasonable argument can be given for the existence of a 
14-and an 18-0z. container, or an 18-and a 20-0z. con- 
tainer as against a 16-0z. standard container. 

When we considered the packing of fruit and vege- 
table juices in metal containers we decided to adopt, 
as far as possible, the containers now in use which could 
also be used to conform with our standardization re- 
quirements. Thus, with the exception of three sizes, 
the eight dimensions given conform to the containers 
now in use for fruits and vegetables or fruit and vege- 
table juices. 

It must be clearly understood that the dimensions of 
the diameters of the metal container are prescribed 
and that the Board of Standardization established by 
this bill has no authority to change these diameters. 
It does have the power to establish tolerances in the 
height of the given containers whenever the necessity 
arises. The committee is fully aware of the fact that 
new or different methods of processing may demand a 
slight change in the height of a container. When these 
occasions arise the Board will act to meet the situation. 

Inasmuch as no cylindrical metal containers for fruit 
and vegetable juices are being used in capacities greater 
than three quarts, it is provided that larger quantities 
of these juices, when packed at some future time, must 
be in quantities of one gallon or multiples of the gallon. 
Another important provision prohibits containers pre- 
scribed for fruit and vegetable juices being used for 
fruits and vegetables, except where specifically allowed 
under other provisions of the bill. This, in effect, 
prevents the three new containers described above being 
used for the packing of fruits and vegetables. 

At the conclusion of the last National Conference 
your committee firmly intended to insist upon stand- 
ardization of fruits and vegetables in metal containers, 
by specifying the standard capacity weights in which 
these products could be packed. An intensive study 
was made to determine the reasons for the great number 
of sizes now in use and the methods of processing, manu- 
facture and packing used for the products in the indus- 
try. As a result of this study, we found it necessary 
to modify our original intentions. Standardization 
in the manner which we desired would be impracticable 
and would defeat our own purposes. The metal con- 
tainers used for these products are in reality small boil- 
ers in which the product is cooked at extremely high 





temperatures and pressures. Each fruit and vegetable 
has its own specific gravity and when prepared with 
various seasonings or syrups will have still other spe- 
cific gravities. As the specific gravity changes or varies, 
so will the dimensions of the can. Hence any attempt 
to standardize by weight would result in the use of 
several hundred containers varying by as little as one- 
sixteenth of an inch in height. This would be true 
even if the diameters of the cans were fixed. However, 
there was no question in our minds at any time that 
the number of cans being used was excessive. The list 
of recommended sizes submitted by the canners to the 
industry for their approval, although a step in the right 
direction, was still too many. Finally we were able to 
come to several definite findings and conclusions: 


1. More than 80 per cent of all fruits and vege- 
tables are packed today in eight general sizes. These 
211 X 303, 211 & 400, 300 X 407, 301 X 411, 308 x 
106, 307 K 409, 401 X 411 and 603 X 700. (In the 
industry 211 X 303 means 2!!/i, in. in diameter by 
3/15 in. in height.) 

2. Thirty-two other sizes are in use for the packing 
of so-called “special packs.” Certain commodities 
because of their inherent physical characteristics are 
being packed in these special sizes. Examples of these 
are pimentos, asparagus, pineapple and baby foods. 
Some of these special commodities are also packed in 
one or more of the general sizes described above. 

3. The cubic capacities of some of the general and 
special sizes vary as little as three-tenths of one cubic 
inch and the diameter or height as little as one-six- 
teenth of an inch. 

1. A comparative study of the general and special 
sizes disclosed that many of the special packs could 
be readily packed in one of the general sizes. Also, 
three of the general sizes (300 & 407, 301 X 411 and 
303 X 406) vary so little in their cubic capacities and 
in their dimensions as to encourage deception and mis- 
representation. 

5. Twenty of the 32 special sizes are used for a 
single fruit or vegetable. 


As a result of these findings this Committee decided to 
confine the general size 301 X 411 to fruits and 303 X 
106 to vegetables. The cubic capacity of 301 xX 411 
is 25.99 cu. in.; the cubic capacity of 303 X 406 is 
26.31 cu. in. Most of the commodities packed in the 
former size are fruits (11 out of 15). The others are 
vegetables. Most of the commodities packed in the 
latter size are vegetables (13 out of 16), and the others 
are fruits. To clarify the existing confusion and de- 
ception, 301 X 411 will be permitted as a fruit container 
and 303 X 406 as a vegetable container, and the fruits 
now packed in both will use the 301 X 411 while the 
vegetables now packed in both will use the 303 X 406. 
It should be borne in mind that the 301 diameter is one 
in use on the West Coast, and the 303 is used in the east. 
Canners have informed us that the elimination of either 
would cause a complete dislocation of the industry 
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Containers that laugh at Abuse... 


BECAUSE THEY ARE RESILIENT—AND SHATTER-PROOF! 












Celluplastic containers ‘‘give’’ instead of break 
under pressure—a vital factor in protecting the 
contents of your package. They also give a ‘mark 
of quality’’ to the products they protect and 
beautify! That’s why lustrous, modern 


CALLOPLASTIC 


CONTAINERS 
help to sell their contents! 


Use Celluplastics especially for all *‘pocket-or-purse 
products” intended for daily use. Use them because 
they fit into any production line; because they 
reduce packing and shipping costs; and you'll 
ALSO get the unparalleled advantages of Cellu- 
plastic Se//ing Power! 








80% lighter than glass! Write for samples—Ask about 
ee i our package design service.... 












CELLUPLASTIC CORPORATION 


formerly Hygienic Tube & Container Corporation 


EXECUTIVE OFFICES AND FACTORY: 46 AVENUE L, NEWARK, N. J. 
N.Y. Display Offices: 626 Fifth Avenue, Tel. Cl. 6-2425 

























NEW HIGH-SPEED MACHINE FOR 
WRAPPING EITHER SQUARE OR 


Efficient, specialized machinery IRREGULAR SHAPED PACKAGES 


... fifty-eight years’ experience... 
great skill...assures that Lowery 
and Schwartz will do a coating 
job for you of higher quality, 
prompt delivery, low cost... su- 
perior in all respects. 


Fully automatic, this rotary-type wrap- 
ping machine is capable of the highest 
possible speed production. 


No cams, no reciprocating movements. 
Wrappers are fed from continuous roll. 


Send us your wrapping problems. 


HUDSON -SHARP 


MACHINE CO*GREEN BAY? WIS 
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and a tremendous expenditure. Although willing to 
go along with us in some of the proposed changes, they 
are adamant in their position of opposing the elimina- 
tion of either of these sizes. Various consumer groups 
suggested this compromise and we believe that it will 
serve to eliminate deception. 

Another change in the list of general sizes is sug- 
gested. The general size 300 < 407 now in use will be 
eliminated. Its usefulness is questionable. The cubic 
capacity is 23.71, and eight vegetables and four fruits 
are packed in this size. With little change these vege- 
tables can be packed in the 303 X 406 size and the 
fruits in the 301 X 411 size. 

Guided by our findings, we set to work eliminating 
some of the special sizes now in use. Our fundamental 
rule was to place as many of the special sizes as pos- 
sible into the general size classification since most fruits 
and vegetables are now packed in these general sizes. 
We also had in mind the important practical considera- 
tion of making the changes without creating a hardship 
on the packers of these foods. Cubic capacities, di- 
mensions and physical characteristics of each food were 
considered. Nine special sizes were eliminated by 
substituting the general size. Seven more special 
sizes were eliminated by suggesting their being packed 
in one of the special sizes that remained. The accom- 
panying Chart 1 will explain these changes more 
graphically; an asterisk indicating the size eliminated 
and G.S. indicating a general size. 

When we stated in this report that a particular size 
has been substituted or eliminated, we mean that such 
substitution or elimination has been made from a list 
of recommended sizes which the industry submitted to 
its members for voluntary approval in March 1940. 
This list does not include all the sizes now in use. 

Therefore when eliminations are made from this 
list, we are in fact also eliminating an unknown number 
of sizes now in use. The proposed list of sizes for the 
industry included 32 special sizes and eight general 
sizes. We now suggest 16 special sizes and seven gen- 
eral sizes or an elimination of 16 special and one general 
size from the list submitted by the industry. More 
than 90 per cent of all fruits and vegetables would then 
be packed in the seven general sizes and of the 16 
special sizes, five will be used exclusively for one prod- 
uct. It should be further noted that corn on cob was 
excluded from our consideration, because the can sizes 
for this product are constantly changing. This is due 
to natural causes, the size of corn varying constantly 
with geographical and seasonal changes. 

It should be especially noted that only the fruits and 
vegetables indicated for each special size can be packed 
therein. We are guided by the idea that eventu- 
ally the industry will eliminate all special sizes and 
confine the packing of fruits and vegetables to the 
seven basic general sizes. 

Chart 2 indicates the sizes of cans for the packing 
of fruits and vegetables recommended to the industry 
by its Committee for Simplified Practice, March 1940 





(fruit and vegetable juices excluded). The asterisk 
indicates the size eliminated by your committee’s 
recommendations. 

Note that 301 xX 411 is the size recommended by 
your committee for fruits only and 303 xX 406 for 
vegetables. 

The creation of a Board of Standardization under 
this bill, as in the bill pertaining to edible oils, syrups, 
molasses and honey, was suggested by representatives of 
the industry. They felt that the dimensions of metal 
containers should not be so rigidly fixed as to prevent 
necessary changes due, for example, to new methods of 
manufacture, processing or packing. This Committee 
feels that a member of this conference should be on 
this Board. Consumers and the industry felt that 
they should each be given representation. 

Other provisions of the bill provide for its enforce- 
ment by the Department of Agriculture. Commodi- 
ties in interstate commerce alone are affected. With 
the passage of this legislation by the Congress, the 
States could pass enabling acts similar to this in con- 
tent and providing for their enforcement by the State 
or local weights and measures officials. 

The committee, after considering the wishes of this 
conference as expressed last year, has worked dili- 
gently. With the splendid cooperation of representa- 
tives of the industry, consumer groups and other mem- 
bers of this conference and after a year’s effort, it 
presents these three proposed bills for approval and 
recommends that the necessary steps be taken by the 
legislative committee of this conference to have them 
properly presented to Congress for enactment into law. 


Respectfully submitted 


National Conference Committee on 
Standardization of Packaged Goods 


Alex Pisciotta of N. Y. C., Chairman 
C. D. Baucom of North Carolina 

C. FE. Tucker of California 

Carl L. Klocker of Connecticut 

Robert L. Fullen of Dallas, Texas 

George Warner of Wisconsin 


Proceedings Against Misbranded Products 


The Food and Drug Administration has announced 
seizures of numerous foods which failed to bear proper 
label statements, indicating that they were of sub- 
standard quality or that they were imitations or show- 
ing the quantity of contents. Numerous drugs were 
seized for failure to state the common or usual names 
of active ingredients or the quantity of contents or for 
misleading therapeutic claims or for directions for use 
which would result in danger to health. 

Deceptive packaging was the basis for seizure of ex- 
tracts contained in bottles having thick walls and bot- 
toms and packed in cartons unnecessarily large for the 
size of the bottles. 

Fines were imposed for an ephedrine sulphate solu- 
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Nine out of ten of the containers with screw caps on 
your drug and grocery store shelves are sealed with 
Capem screw capping equipment. Leaders in the 
drug, cosmetic and food field recognize its time and 
labor-saving features. 


Capem handles jars, cans or bottles of any size or 
shape, automatically. It sorts and applies all types of 
screw caps—deep caps, shallow caps, plastic or 
metal. 


It operates at speeds from 2000 to 7500 per hour. 


Capem B-4-F may be changed over almost instantly 
from one size to another by raising or lowering capping 
head thru elevating screw. 


Both Capem B-3-F and B-4-F have helicoid worm 
feed which facilitates handling liquid-filled containers 
at high speed. 


All Capem models simplify inspection, speed up | 


production, and require from 2 to 5 less operators. 


Let a Consolidated engineer investigate the cost- 
reducing possibilities of Capem in your own plant. 


CONSOLIDATED 


PACKAGING MACHINERY CORP. 


1400 WEST AVENUE 





BUFFALO, N. Y. 
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PRINTS DIRECTLY ON BOX ENDS. Saves 


cost of labels, paste and labor. New, —_ 
change printing elements fill in all varia . 
No waiting for labels. No delayed ey ong 
No disappointed customers. Reduces at 

It’s a bench model for your packing 


ventories. Ask about Model BP 


room. 


yop DIRECTLY ON BIG FIBRE CARTONS 
: D BOXES in difficult-to-get-at center areas. 
akes care of all variable information. Double 
Printing head for two operators where greater 
capacity is needed. Goose neck construction 
permits insertion of large containers. Sturd 
construction for heavy duty. . 


Ask about Model L 


“It Can’t be done”? 
dels of Markem machines - 
ing i hundreds of concems - - = in ma 
rae to te Po many countries. Patented parts -— 
a “ ace yi _ exclusive ink and chemical yn 
- : defy surfaces and contours to rej : 
ikon imprints. 29 years of specialized = er 
in a solution to your marking problem. ati 


Did YOU say 


Dozens of different mo 


PRINTS BOXES, LABELS AND BOX COVERS. 
Shallow or deep covers, on or off boxes. 


Boxes, 
with or without contents. 


Labels, loose or at- 
tached. Fast and satisfactory for variable, fill-in 
details. Patented type head allows quick change 
of insertable type. Work is of good job press 


quality. Almost an all-purpose printer. 
Ask about Model KD 
PRINTS, PERFORATES AND REWINDS ROLL 


of blank paper, gummed or ungummed, ora — 
fabric (silk, cotton, etc.) automatically. De- 
livers compact, rewound roll of labels, etc., for im- 
mediate use or for stock. Will also feed, print, 
cut off and stack fabric and paper labels at about 


inute. Stops at predetermined count. 
—, 4 Ask about Model 125 





MARKEM MACHINE COMPANY 


INDUSTRIAL MARKING HEADQUARTERS 


MARKING PRINTING * EMBOSSING MACHINES 


STAMPING « INDENTING 
For IDENTIFICATION ° APPEARANCE ° INSTRUCTION upon 


METAL © PLASTIC * GLASS * HARD RUBBER 
ea ee ee 


PRODUCTS * PARTS * CONTAINERS 


40 Emerald Street KEENE Nev: Hampshire 











tion and capsules found to be below the official standard 
and the professed standard. Fines were also imposed 
for a pile remedy bearing false and misleading state- 
ments on the package. 


Labeling on Carrier Containers 


In response to inquiries regarding the placing of 
mandatory label statements on retail six-bottle con- 
tainers in which soft drinks are sold, L. D. Elliott, 
Acting Commissioner of Food and Drugs, recently 
made a clarifying statement. Mr. Elliott’s opinion 
was that if the display. characteristics of such cartons 
are such as to render the labeling on the carton liable 
to be read in preference to that on the bottles or if the 
mandatory label statements which are properly de- 
clared on the bottles are concealed by the carton, these 
mandatory label statements should appear on the carton 
so that the consumer may be as readily informed as to 
the contents of the bottle. 

On the other hand, if the cartons are so constructed 
that they in no way affect the visibility of the manda- 
tory label information displayed upon the individual 
bottles themselves, Mr. Elliott indicated that the Ad- 
ministration would not be inclined to regard it as 
necessary that the mandatory label information be 
repeated on the outer carton. In the latter event, the 
carton would be interpreted as the holder or carrier 
rather than as the display. 

While this opinion was concerned with the limited 
case of the six-bottle soft drink container, it would 
seem to point the line of reasoning for many manu- 
facturers in various fields who have, in recent years, 
adopted carrier cartons as a means of achieving multi- 
unit sales for their products. Whether or not the 
opinion would also apply to gift containers holding 
groups of individual packages—the label information 
on which may be obscured by the manner in which they 
are packed—cannot at the present time be stated. If 
the Administration should take the more stringent 
interpretation, packagers planning gift containers or 
assortment boxes will have to entirely revise their ideas 
of what constitutes a suitable container. 


Is It Cosmetic or Drug? 


Under the Food, Drug and Cosmetic Act, different 
regulations apply to cosmetics than cover drugs. 
Regulations concerning drugs are far more rigid, more 
exacting and more stringent as is probably desired. 
However, numerous manufacturers have found them- 
selves in grave doubt as to whether their products 
constitute drugs or cosmetics. 

An indication—by no means complete, but, none- 
theless, an indication—is provided in a recent com- 
munication of W. G. Campbell, Commissioner of Food 
and Drugs. “As far as the Federal Food, Drug and 
Cosmetic Act is concerned,” Mr. Campbell stated, 
“the classification of a product as a drug or a cosmetic 
is determined by the definitions of these terms given in 





' 

section 201 (g) and (h) of the Act.” Under section 
201 (g), the measure of classification as a drug is to be 
provided by the intended use of the product, with the 
exception of articles recognized in the official com- 
pendiums. This intent is usually shown by the claims 
made for the article. It may, however, be exhibited by 
the formula and the method of use. 

Citing an example of the latter type, Mr. Campbell 
brought up the case of an astringent type of deodorant, 
intended to affect a function of the body in order to 
produce the desired results. In the opinion of the 
Administration, such a product is a drug as this term 
is defined in the Federal Food, Drug and Cosmetic Act. 


Size of Lettering of Addresses 

The recent opinion of the California Attorney General, 
submitted to the Director of Agriculture, provides an 
interesting interpretation of a question which has con- 
cerned numerous packagers. 

Boxes of grapes bearing the names of the district in 
which the grapes were grown and also of a neighboring 
district in which the company maintains a branch office 
were considered to be mislabeled, in the opinion, be- 
cause the name of the district in which the grapes were 
grown appears in */;-in. letters while that of the neigh- 
boring district appears in letters 2'/s in. height. 

The Director of Agriculture stated, in part, ““The 
Feinn Fruit Co. is using grape containers which bear 
the following language, in the size of lettering indicated, 
on the end of each box: 


CUCAMONGA 


(2'/s in.) 


and 
Modesto (3/, in.) 
Feinn Fruit Co. Main Office 
Modesto, Calif. (1/4 in.) 


The term Cucamonga refers to a grape producing sec- 
tion in San Bernardino County and, of course, Modesto 
refers to the Modesto district. It has been contended 
that because the term Cucamonga is printed in 2'/s-in. 
letters and the term Modesto in */s-in. letters on the 
end of the container, it implies that the grapes in the 
container came from Cucamonga, even though the con- 
tainer is also marked with the designation Modesto. 
We feel that this would be satisfactory if the ship- 
ments were actually made from the Cucamonga dis- 
trict. We would like to know whether or not the size 
of the lettering used in the designation Cucamonga as 
compared to that used in the designation Modesto is 
sufficient to constitute mislabeling under the provisions 
of the Agricultural Code if the grapes are shipped from 
the Modesto district.” 

The Attorney General replied, ““As we understand it 
the grapes shipped by the Feinn Fruit Co. are grown in, 
as well as shipped from, the Modesto district. Your 
letter contains no indication as to why the word 
‘Cucamonga’ appears on the box at all. However, the 
use of the words ‘Main Office, Modesto, Calif.’ appear- 
ing on the label might lead to the assumption that Feinn 
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SHUM I TUBE 


HUMITUBE MFG. CO. 
PEORIA, ILLINOIS 


A pioneer converter of Flat, Square and 
\ Satchel Bottom bags, plain and printed. 





Envelopes, pouches, cigar tubes and / 
transparent drinking straws made of— 





ellophane 


TRADE ARK 
THE DUPONT CELLULOSE FILM 


IS A PACKAGING SERVICE 


LUSTEROID <*<**<r< 2s 


ing service to all industry 





—and especially to the drug, cosmetic, 


petroleum products fields and to the packag- 





ers of small objects. A custom package is 
designed to fill each specific need, whether 


it be for sale packaging or sampling. 


LUSTEROID rigid cellulose vials and 


tubes offer economy and 








convenience. They are extremely lightweight 


ADHESIVE PROBLEM IN YOUR HAIR? 


and unbreakable—cost less to pack and ship. 
RING it to a UPACO chemist and he'll un- 


; They can be used on your present packaging 
scramble it for you just about as quickly as you 


say “I'm stuck."” Our men work rapidly and produce equipment and will take most standard clo- 
usable adhesives in answer to the most specialized, Th poe a 
as well as every-day needs. They have discovered sures. ey are Cesigned and produced In 4 


the adhesives used on transparent cellulose and 


wide variety of sizes and shapes. 
transparent lacquer surfaces, for instance. 


Besides doing the job quickly, they'll do it well. 
You'll come out with an adhesive that'll save you 
time, money, trouble in production, shipping and your packaging problem. 
merchandising your product. 


TIT Crates = LUSTEROID CONTAINER CO. Inc. 


Formerly Lusteroid Division of the Sillcocks-Miller Company 
10 Parker Avenue, West e South Orange, New Jersey 


A note or phone call will bring an answer to 


1605 HYDE PARK AVE., HYDE PARK, MASS. 
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Fruit Co. maintains a branch office in Cucamonga. 
But assuming that to be the fact, we see no justification 
for printing the word Cucamonga in letters 2!/s in. 
in height, while the word Modesto is printed in */s-in. 
letters. The use of lettering in this manner on con- 
tainers containing grapes grown in and shipped from the 
Modesto district, if not false, constitutes, in our opinion, 
at least a misleading device in violation of the provision 
of the Code referred to by you.” 





Redesigned for retail users 


(Continued from page 31) 


many other companies, who have been though the ex- 
perience of redesigned containers, no longer believe in 
making changes in progressive stages. “‘We have 
found,” he said, “that there are a few customers who 
wonder whether a changed package means an altered 
product. For this reason, whenever the size or shape of 
a container is changed, we note the change on the pack- 
age. In other words, for a short time it is noted on all 
our new containers that the content is the same and 
that the new package was adopted as of a given date.”’ 

Mr. Bristol explained that this policy has a two-fold 
purpose: to eliminate doubt in the minds of retail 
customers and to give retail clerks a ready answer when 
they are queried. 

Under the circumstances—adopting new bottle shape, 
new labels and new cartons—it was decided that an 
industrial designer should be retained. After considera- 
tion of all factors involved, it was decided to retain de- 
signer Georges Wilmet. The Sales Department abso- 
lutely put its foot down on complete changes in label or 
carton design. So designer Wilmet followed out the 
general theme of the old package, concerning himself 
chiefly with a clean-up and clarification of the label and 
carton. In this undertaking, he also created a new 
trade mark from the inverted triangle which had for- 
merly been used. This triangle has become a “V,” 
which is obviously the initial letter “Vitalis.” Yet a 
comparison of the two labels illustrated shows how 
cleverly the new trade mark simulates the original. 

The bottles, in all four sizes, have been shaped with 
the consideration of practicality of production, filling 
and use. All three qualifications have been met and, 
at the same time, an unusually beautiful shape achieved. 

In general the shape of the bottles had to be rather 
formal, with emphasis on masculinity. This was 
achieved by a square design with @ slightly convex 
curve for strength in light-weight production. The 
slightly curved square makes for comfortable handling 
with a secure grip. 

Credit: Bottles by Owens-Illinois Glass Co. and 
Diamond Glass Co. Cartons by National Folding 
Box Co. Labels by Lord Baltimore Press. Closures 





supplied by Owens-Illinois Glass Co. and Anchor Hock- 
ing Glass Corp. 





Set-up boxes for home re-use 
(Continued from page 54) 


with red imprinting. Virginia Rounds are packaged in 
a box covered with white paper with red trim, the 
inner surface of the lid being finished in gold to match 
the tray. 

The Varieties selection of cigarettes is contained in a 
slant-sided hinged-lid set-up box finished in an em- 
bossed tan and gold paper. A ribbon tab on the lid 
facilitates opening of the unit. When opened, a gold 
foil-covered tray is found, partitioned by cardboard 
dividers into four compartments, each compartment 
holding an assortment of plain-, cork-, silver- and gold- 
tipped cigarettes. The tray, equipped with ribbon 
tabs, may be removed from the base of the box and the 
box itself re-used as a utility container in the home, or 
the tray may be kept in the box and the unit utilized as 
a permanent storage place for cigarettes. 

Two other gift items in the company’s line are simu- 
lated leather containers in which are merchandised regu- 
lar sales packages of cigarettes, ten regular 20-cigarette 
packages and a box holding fifty cigarettes. Identifica- 
tion of the company sponsoring the chest is carried on a 
small gold and black label affixed to the bottom of the 
box. One container is equipped with a plastic handle 
to facilitate opening and both containers are furnished 
with metal polished hinges. The lids bear simple de- 
signs, enhancing general appearance. The re-use possi- 
bilities of these containers are readily apparent. 

Credit: Set-up boxes by A. Dorfman & Co., Inc. 
Simulated leather containers by S. K. Smith Co. Red 
boxcover paper by Tamm & Co. White boxcover 
paper by Louis Dejonge & Co. Gold patterned and 
embossed papers by Keller-Dorian Paper Co., Inc. 





Census of retail trade 
(Continued from page 69) 


21 per cent less than that which was obtained in 1929. 

The automotive group—vehicle dealers and auto 
supply stores—increased 19 per cent in number and 31 
per cent in sales since 1935. The group is 21 per cent 
below its record volume of 1929. 

There has been a continued increase in filling stations 
and their sales in all parts of the country. In number 
they increased from 121,513 in 1929 and 197,568 in 
1935 to 241,856 in 1939; in the same years their sales 
were $1,787,423,000, $1,967,714,000, and $2,822,481,000, 
respectively. There are twice as many stations as in 
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March! 


the height of the packaging year! 


the issue of 


Remember March 
The All-America exhibition and the Packaging Show cul- 
minate in this month. Packaging sums up its past year’s 


activities and looks forward to the next year’s business. 


RIGHT AT THIS TIME COMES THE GREAT 
ANNUAL MARCH ISSUE OF MODERN 
PACKAGING! 


Published at packaging’s peak period, the March issue 
is the largest and most beautiful number of Modern 
Packaging to appear each twelvemonth. It contains the 
photographs and descriptions of all the outstanding 
packages of the preceding year. It reaps a large bonus 
of extra paid circulation for its advertisers at no in- 


crease in space rates. 


RESERVE SPACE NOW IN MARCH ISSUE! 
GET PREFERRED POSITION! NO ADVANCE 
IN SPACE RATES! 


MODERN PACKAGING 


122 EAST 42ND STREET NEW YORK, N. Y. 


EVEN INE ENR 








-| MORE EYE-APPEAL 










AND MORE SALES. 


WITH ACME Colordtitch 


Most products can be sold easier and faster when their packages 
possess “eye-appeal.” Acme Colorstitch affords this recog- 
nized sales advantage. Colorstitch not only provides an im- 
proved appearance that attracts new customers—and holds old 
ones—but also assures strong staples that stay tight for the life of 
the carton. 


Available in all popular colors, Acme Colorstitch will blend or 
contrast with the colors of the carton as the designer desires. 
Colorstitch is furnished in all standard flat stapling wire sizes. 
It will not chip or peel, and gives more than satisfactory per- 
formance on all carton stitching equipment. 


A sample Colorstitch card will indicate how dozens of com- 
panies have improved the appearance of their packages effec- 
tively and economically. Write for it. 





yet rH ith 


Many manufacturers rely on Acme Silverstitch—stitching 
NY wire for greater economy and better appearance. Silver- 

stitch, furnished in full-weight, continuous length five and 
ten-pound coils, cuts reloading time 50%. More effi- 
cient production is assured by its accurate temper, width 
and thickness. Special galvanizing process makes it 
rust-resisting. The coupon will bring you a free sample. 


ACME STEEL COMPANY 


General Offices: 2843 Archer Ave., Chicago, IM. 
Branches and Sales Offices in Principal Cities 








Acme Steel Company | 
2843 Archer Ave., Chicago, IIl. 


) Send a FREE 5-Ib. coil of SILVERSTITCH, size...... 
Send the new Colorstitch sample card 


Name .. 
Address ..... 
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1929 to do 58 per cent more business, and the gain in 
sales since 1935 is 43 per cent. 

The lumber-building group gained 59 per cent in sales 
since 1935 but is still 33 per cent below its dollar volume 
of 1929. The hardware group reports 28 per cent 
higher sales than in 1935, but 20 per cent below 1929. 
This group includes hardware stores and hardware- 
tractor-farm implement dealers, and the number of 
stores has increased 3012 or eight per cent since 1935. 

Eating places, with a gain of 11 per cent in number, 
increased their business 28 per cent since 1935. The 
number of drinking places, many of which also serve 
meals, increased 38 per cent since 1935, and their sales 
increased $661,061,000, or 91 per cent. The combined 
sales of eating and drinking places totaled $3,520,985,- 
000 in 1939 in comparison with $2,124,890,000 for eat- 
ing places in 1929 when liquor sales were prohibited. 
Packaged liquor stores add another $586,293,000, up 
79 per cent since 1935. 

Drug stores, with little change in number, are 27 per 
cent ahead of 1935 in sales but 8 per cent below their 
1929 record. Cigar stores and stands have decreased 
14 per cent in number and 49 per cent in sales since 
1929, while news dealers’ sales decreased 52 per cent. 
The combined sales of drug stores, cigar stores and news 
dealers, which in 1939 totaled $1,842,659,000 are 25 per 
cent higher than in 1935 but 18 per cent below the rec- 
ord of 1929. 

Fuel, ice and fuel-oil dealers have increased 18 per 
cent in number and 18 per cent in sales since 1935, and 
their dollar volume equalled 1929. Feed, farm and 
garden supply stores gained 30 per cent in sales since 
1935, but are 30 per cent below their 1929 record sales. 
Jewelry store sales are 54 per cent higher than in 1935 
but still 33 per cent under the dollar volume reached 
in 1929. Florists increased their sales 51 per cent over 
1935 but are 16 per cent under 1929, with a gain in 
stores in the ten years of 6727, or 72 per cent. 





A packaging “first” for printers 
(Continued from page 42) 


For the printer: Make a package that will hold 500 
sheets cut to letterhead size so he can quickly get 
at the contents without any delay in cutting, han- 
dling and counting. Put in a few extra sheets for 
spoilage and, if possible, make the package so that 
it will also act as a delivery unit after the paper has 
been printed. ° 

For the jobber: Pack the boxes in convenient units— 
5000 sheets or 10 boxes to the carton—so as to 
eliminate the cost in handling small orders and to 
provide a compact unit that can be sold to take care 
of small orders. 

For the mill: Construct the package so that it can be 





shipped and stored flat—to reduce shipping and 
storage costs. 

With this background and with the essential features 
outlined, the problem was handed to package designer 
Martin Ullman who incorporated all of the features 
asked for plus a few additional ones. The most out- 
standing of the “extras” is a special slide in the front 
panel which permits the printer to insert his own name, 
telephone number and “re-order number,” as well as the 
address of the customer. This feature gave the box an 
added selling value for the printer as it made re-ordering 
an easy task. 

An interesting part of the whole development is that 
the art work and design of the exterior was not even 
considered until toward the end, not until the merchan- 
dising features and the construction of the box were 
worked out. Then the art work became a unifying 
factor that was employed to make all of the merchan- 
dising features click. The final selection of design and 
color was left to a vote of stenographers. 

A final surprise came in the selling. In the bond pa- 
per field there is a great deal of discussion among print- 
ers, paper jobbers and consumers as to what constitutes 
“the best quality.” The Munising salesmen were 
thoroughly prepared to meet all questions, but they 
never arose. The package looked good, the sales fea- 
tures sounded true and sincere and it was assumed that 
the paper inside was also good. So the biggest sales 
obstacle, supposedly, never was mentioned. It didn’t 
even exist in the face of a sound merchandising idea. 

Credit: Container made by Carton Craftsman Co. 





Old fashioned herbs for 
modern use 


(Continued from page 33) 


baskets, metal baskets are likewise utilized. The re-use 
to which baskets may be put in the home is obvious. 
They serve as flower holders, sewing kits, glove and 
handkerchief containers or as general utility containers. 

Long before the invention of moth-balls, there were 
herb mixtures used as moth repellants. Fragrant mix- 
tures of herbs have likewise long been in use to perfume 
clothes chests and closets. Novelty containers have 
been adopted by Hawthorne for the presentation of aro- 
matic mixtures for use as sachets in the home. Trans- 
parent acetate containers are widely used, thus permit- 
ting the consumer to see the actual herb mixture when 
contemplating purchase. Oval, square, rectangular 
and cylindrical shapes have been adopted, each being 
enhanced with a ribbon or cord tie. 

Every assistance is given each store as it introduces 
the Hawthorne herb family. Booklets, recipes, an- 
nouncements and enclosures are distributed. The 
family color—ivory and red—is carried through on all 
labels, promotional booklets, announcements, etc. 
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CLASSIFIED | IT COSTS LESS 
m> SALESMEN WANTED: Capable of | THAN YOU THINK ... 


earning over $6,000.00 annual drawing 
account. Large jm S Box Company. 
Territories open in New York City, South- 


ern and New England States, All repliee : t 0 bE u i L D SA L J Ss 
with a 
PREMIUM SERVER 


held in strict confidence. 
to Box 126, Modern Packaging. 


S 
m™> CONNECTION WANTED: Sales 
executive in Los Angeles wants connection 
with firm who has outstanding line, desiring 
Pacific Coast office, and eventually ware- 
house. Thoroughly experienced in sales of 
all types of paper boxes and containers. 
Set-up, folding corrugated. Paper products, 
tubes, and allied lines. Plastics, metal, 
glass, closures, etc. Reply Box 127, 
Modern Packaging. 
* 


m> Sales Promotion, Package Development: 
A man with a unique record of experience 
in packaging whose name and reputation 
bear weight with thousands of packagers 
will shortly be available. He would like 
to operate a Design Consultant Department 
for a major package producer where poten- 
tial volume and value of services would 
justify immediate substantial base pay plus 
incentive or performance bonus. Address 


Box 128, Modern Packaging. 

















| | AI 
Ley he on Mec _ For one thing, because Federal is the largest man- 
A NAT | ON I Sy Mv BO | ufacturer of specialty servers, dispensers, and spray- 
ers in the business, and keyed to cost-cutting, 
| high-production efficiency. 


ee = | So, food packers with syrups, oils, salad dressings 
Wherever quality printing is the objective, you a 
“own 5 and other liquids have turned to Federal closures as 
will find the Eagle label displayed on ink cans | ls Rentinal L f | 
be it carton, containers, publications, com- | the logical way to package for greater sales returns. 


mercial or specialty printing. Specimen books , , ; 
showing a wide range of colors are available | Now, there's no harm in trying this: Send us your 


upon request. _ product in its present container. We will gladly 


submit samples and an economical estimate on a 
server, sprayer, or dispenser for your package. 


EAGLE PRINTING INK CO. 


Division: General Printing Ink Corporation 


Philadelphia, Pa. Chicago, Ill. Cincinnati, Ohio Cambridge, Mass. Baltimore, Md. Jersey City, N. J | 


“Closures With A Function” 


m 400 North Leavitt Street, Chicago, Ill. 
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for Famous Packages 





This radio-advertised candy bar is wrapped in 
Cellophane and sealed with WILLIAMSON 
No. 793 Plain Cellulose Adhesive 
Odorless and sanitary . . . quick tack and strong 
bond .. . filtered and tested for viscosity .. . 
wonderfully smooth and uniform for machine- 
sealing. If you want increased production. . . 


SAMPLE 
a 


Jar of Glue, 
Paste Brush, 
Instructions, 
Price List 





WILLIAMSON ADHESIVES, INC. 
2323 West 18th Street CHICAGO 
___ We do not believe there is any substitute for quality 








RK Gillered Glue 


Send for 














SPECIALISTS 


in the manufacture of 


CAN & BOTTLE 
CLOSURES 





ET us quote you on your 
BF goth motto Hun- 

dreds of dies and molds 
available for Essential Oil 
Cans, Sprinkler Tops, Screw 
Caps, AluminumCappedCorks, 
Lead and Tin Coated Spouts, 
Metal Specialties. 80 years’ 
experience in meeting the needs 
of packagers. Call upon us 
for aid. 


CONSOLIDATED FRUIT JAR COMPANY 
NEW BRUNSWICK e NEW JERSEY 








An ultra modern hotel in the heart 


of Chicago with comforts and serv- 
ices offering you the ultimate in 
excellent living. 


“Known the world 
Emil Eitel 
Karl Eitel 


see over for good food” 


~6BISMARCK 








HOTEL CHICAGO 


AND 


RANDOLPH LA SALLE 
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... buyers’ eyes are attracted 
to this newest O’Cedar 
product in Vuepak 





Mothproofing compounds are 

used in dark closets... but must 

be sold out where buying eyes 
can see. And the new O’Cedar 

Moth-Away Cone, packaged in 
a cylindrical container of rigid, 
transparent Vuepak, sells be- 
cause buyers can see instantly 
its self-evident superiorities over 
old-style mothproofing devices. 
The O’Cedar Moth-Away 
Cone consists of a glass base sup- 
porting a wooden cone and wick 
which carries a moth-repelling 
cedar odor throughout a clothes 
closet. On the rigid, transpar- 
ent walls of its Vuepak con- 
tainer, created by W. C. Ritchie 
and Company, Chicago, is print- 
ed a pine tree and cedar spray 
design which emphasizes the 
product’s cleanliness and attrac- 
tiveness. This Vuepak unit, com- 
bined with clever product design, 
has been credited by the O’Cedar 
Corporation for a great deal of 
the product’s sales success. 





Just consider what the Vuepak 
attention-factor might mean to 
your product. For further infor- 
mation and names of capable 
Vuepak fabricators, inquire: 
MONSANTO PLAsTICs, Spring- 
field, Massachusetts. District Of- 
fices: New York, Chicago, Detroit, 
St. Louis, Birmingham, Los Angeles, 
San Francisco, Montreal. 





MONSANTO PLASTICS 
Serving Industry.. Which Serves Mankind 
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DUREZ! 





when it’s packaged 





Wirn more and more aétractive pack- 
ages coming on the market all the time 
—with competing products clamoring 
louder than ever for consumer attention 
—you've got to make your package a 
standout if you want it to stand an even 
chance against the field. 

It’s not only a matter of good design— 
but of the best possible material as well. 
And if you go by the record, you'll choose 
Durez plastics! 

Durez has helped literally hundreds 
of manufacturers put “eye appeal” into 
thousands of packages and closures of all 


This Norwich Vitamin display shows what you 
can do with Durez to sell pharmaceutical prod- 
ucts. Here is eye appeal plus product protection. 





kinds. Durez was a pioneer in this field, 
and the packaging successes with these 
modern compounds are legion. 

If you want to give your package 
sparkling color, lustrous finish, strength 
without bulk, it will pay you to produce 
it in Durez. You'll find it easy ard eco- 
nomical, too, for Durez pieces can usually 
be formed and finished in a single, cost- 
saving molding operation! May we help 
you work out your next packaging prob- 
lem? For information and samples write— 

DUREZ PLASTICS & CHEMICALS, INC. 

201 Walck Road, North Tonawanda, N. Y. 















The rapidiy increasing use of 
Durez for small cosmetic pack- 
ages sold through syndicate 
stores is easily understood. These 
packages stop—and sell—the most 
critical eye. 





The more unusual the closure, 
the more reason to mold it in 
Durez—as you can see from this 
double-duty closure-applicator 
for Zip lotion. 
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HOW DUREZ PLASTICS 
have helped many manufactur- 
ers make better products is told 
in a new booklet, “It's a New 
Business Custom.” It’s good 
reading—and you may find it 
valuable reading. 








DUREZ PLASTICS & CHEMICALS, INC. 


PLASTICS THAT FIT THE JOB 











Will 1941 Ising You A 7 low PACKAGE 7 


Whether it be a package fora new product, ora new package for an established 

you can assure a Happy New Year for the product 

consulting SHELLMAR on questions of design and production 
g q ) 


product - and yourself - by 


SHELLMAR specializes in the creation of packages that are unique, but practical 


beautiful, but protective. They may be transparent or opaque, made of a single 
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SHELLMAR 


i NVERTERS OF 


MOUNT VERNON, OHIO 








3115 Empire State Bldg. 224 South Michigan Avenue 2400 Russ Building 3 
NEW YORK, N. Y. CHICAGO, ILL. 


SAN FRANCISCO, CALIF. 








